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Using  Virtualization  to 
Deliver  IT  as  a  Service 

Virtualization  allows  for  flexible,  on-demand  IT. 


Mark  Templeton,  ceo,  citrix  systems 

Templeton  is  president  and  CEO  of  Citrix  Systems,  a  $1.6B  leader  in  virtualiza¬ 
tion,  networking  and  cloud  computing.  With  99  percent  of  the  Fortune  500  and 
virtually  all  the  world's  largest  web  and  cloud  providers  as  customers,  Citrix 
has  become  one  of  the  most  trusted  names  in  enterprise  and  web  computing 
under  Templeton’s  leadership. 


It’s  well  known  that  virtualization  helps 
consolidate  servers  and  save  money.  But 
can  it  help  you  deliver  IT  as  a  service?  The 
answer  is  a  resounding  “yes,”  according  to 
Mark  Templeton,  CEO  of  Citrix  Systems. 

You  often  talk  about  the  "Power  of 
One."  Can  you  explain  this? 

Any  effort  to  transform  IT  must  begin 
with  simplification.  That’s  what  “Power  of 
One”  is  all  about.  Getting  to  “one”  is  about 
empowering  IT  to  manage  exactly  one 
instance  of  everything  in  a  central 
location— one  desktop  OS,  one  copy  of 
each  application,  one  instance  of  each 
server  workload.  Instead  of  trying  to 
install,  update,  patch,  secure,  manage  and 
backup  thousands  of  unique  combina¬ 
tions  of  desktops  and  apps  across  each  PC 
and  server,  you  manage  one  copy  centrally, 
assemble  the  pieces  dynamically  at  run¬ 
time  and  deliver  it  on  demand  through 
virtualization.  In  effect,  you  enable  IT  to 
build  an  infrastructure  once  and  leverage 
it  infinitely,  regardless  of  the  number  of 
variables  that  occur  along  the  way  and  how 
often  they  change. 

You've  said  user  choice  and  self- 
service  will  be  defining  elements  in 
the  next  era  of  computing.  Should 
CIOs  be  expected  to  support  every 
device  a  user  might  want? 

Think  about  service-oriented  businesses 
such  as  satellite  TV.  They  don’t  buy  and 
manage  your  TV.  In  fact,  they  don’t  even 
care  what  TV  you  use,  what  you  hook  up  to 


it  or  what  room  it’s  in.  As  long  as  you  have 
their  “receiver,”  they  can  ensure  a  secure, 
high-definition  experience  for  the  services 
they  deliver.  Why  should  IT  be  any  differ¬ 
ent?  Why  shouldn’t  employees  be  able  to 
bring  their  laptop  of  choice  to  the  office? 
Employees  increasingly  expect  more  say 
over  what  devices  and  applications  they 
use.  Every  day,  they  go  to  the  web  and  ex¬ 
perience  the  power  of  rich  environments 
that  are  personalized,  flexible  and  on- 
demand.  We  in  IT  can  either  fight  that  fact 
or  embrace  it  and  use  it  to  our  advantage. 

Can  you  give  an  example? 

Take  desktop  computing.  IT  has  always 
worked  hard  to  build  and  manage  tightly 
coupled  desktop  images  that  include  the 
applications  they  predict  each  user  will 
need.  Today,  end  users  are  saying,  “I  want 
to  bring  my  own  laptop.  I  want  to  choose 
the  apps  I  need,  when  I  need  them  and 
as  easily  as  I  do  on  the  web.”  Instead  of 
giving  employees  a  general-issue  PC  with 
a  fixed  set  of  apps  preinstalled,  what  if  we 
instead  let  them  bring  their  own  laptops 
and  simply  pointed  them  to  a  link  where 
they  could  download  a  software  “receiver” 
that  allowed  secure  access  to  the  full  range 
of  apps  IT  offers— all  delivered  with  a 
high-definition  experience?  What  if 
you  then  gave  them  a  24x7  self-service 
“storefront”  where  they  could  select  any 
app  or  service  they  need,  directly,  without 
bothering  IT  or  issuing  a  help  desk  ticket? 
That’s  exactly  what  we’re  enabling  with 
technologies  such  as  Citrix  Receiver™ 


and  Citrix  Dazzle™  which  hook  into  our 
desktop  virtualization  products  such 
as  Citrix  XenDesktop™  and  enable  IT  to 
transform  desktop  computing  into  a  true 
on-demand  service.  Most  importantly,  we 
power  it  all  with  our  HDX  Technology™ 
to  ensure  a  “high- definition”  experience 
for  all  users,  no  matter  where  they  are  or 
what  device  they  happen  to  be  using. 

Delivering  IT  as  a  service  sounds  a 
lot  like  cloud  computing.  Is  it? 

We  are  big  believers  in  cloud  computing. 
Citrix  virtualization  and  networking  tech¬ 
nology,  in  fact,  powers  the  largest  and  most 
successful  cloud  providers  in  the  market 
today.  It’s  important  for  CIOs  to  realize, 
however,  that  they  don’t  have  to  wait  for 
the  public  cloud  to  be  ready  for  enterprise 
IT  in  order  to  realize  the  benefits  of  cloud 
computing.  By  leveraging  the  “power  of 
one”  combined  with  end-to-end  virtual¬ 
ization  and  a  different  approach  to  user 
self-service,  you  can  effectively  “be  your 
own  cloud,”  realizing  many  of  the  benefits 
of  cloud  computing  within  the  walls  of 
your  own  data  center...today. 

FOR  MORE  INFORMATION:  please  visit 
http://www.virtualizationvision.com/cio 


CIO 


Custom  Solutions  Group 

CiTRIX 


The  power  of  a  virtualized  enterprise. 


Enterprise  computing  wrapped  around 


your  finger.  Virtualization  gives  you  the 


power  of  one.  One  instance  of 


each  desktop  OS.  One  copy  of 


each  application.  One  image 


of  each  server  workload. 


Centrally  managed 


and  assembled 


dynamically  at  runtime. 


Delivered  as  a  high-definition,  personalized, 


on-demand  service.  That's  the  power 


of  virtualization.  The  power  to  turn 


your  datacenter  into  a  delivery 


center.  Citrix  virtualization 


and  networking  solutions. 


For  the  desktop,  the  datacenter,  the  cloud. 


It’s  enterprise  computing,  simplified. 


Simplicity  is  power.  Citrix. 


CiTRIX 


Citrix.com/SimplicitylsPower 
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Untangle  business  communications  with  brilliant  sim 

Communications  complexity  ends  with  ShoreTel.  Experience  a  simpler,  more 
reliable  way  to  share,  connect,  and  collaborate.  ShoreTel's  brilliantly  simple 

IP  phone  system  delivers  true  unified  communications  built  for  the  IP  age.  Easy  ^^1  I  V^l 

to  integrate.  Easy  to  scale  and  easy  to  manage.  Visit  shoretel.com/untangle  and  Brilliant 

untangle  your  communications  now. 
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Leadership  Legacy 

When  CIO  chose  the  first  12  members  of  the  CIO  Hall  of  Fame  in  1997,  the 
editors  wondered  how  the  still-nascent  role  of  the  chief  information  officer 
might  look  in  the  future.  Would  CIOs  become  more  technically  skilled,  more 
business  savvy  or  more  influential  across  their  entire  organizations? 

All  of  the  above,  as  it  turned  out,  and  so  much  more  (see  “Leading 
Lights,”  Page  28). 

With  the  six  new  members  we  induct  on  the  evening  of  Nov.  9,  at  our  CIO 
Year  Ahead  Summit  in  Indian  Wells,  Calif.,  there  will  be  50  individuals  in 
the  CIO  Hall  of  Fame.  We  welcome  and  congratulate  this  year’s  honorees: 
Asif  Ahmad  of  Duke  University  Health  System  and  Medical  Center;  Jean- 
Michel  Ares  of  Coca-Cola;  William  Deam  of  Quintiles  Transnational;  David 
Johns  of  Owens  Corning;  Tony  Scott  of  Microsoft;  and  Patricia  Skarulis  of 
Memorial  Sloan-Kettering  Cancer  Center. 

Like  their  predecessors,  the  2009  Hall  of  Fame  honorees  are  leaving 
their  marks  on  a  profession  that  grows  more  varied,  unpredictable  and  chal¬ 
lenging  each  year.  They  share  a  sense  of  mission,  along  with  a  conviction 
that  IT  has  a  responsibility  to  accelerate  and  enable  business  success.  CIOs 
today  have  “broad  entry  into  the  entire  organization,”  says  Pat  Skarulis. 
“That  sense  of  opportunity  is  always  there.” 

Taking  risks  is  another  hallmark  of  these  CIOs.  They  pioneered  world¬ 
wide  ERP  system  rollouts.  They  took  global  business  roles  that  pushed 
beyond  their  comfort  zones.  They  switched  industries  to  gain  entrepre¬ 
neurial  experience. 

Our  cover  story  explores  their  interesting,  unexpectedly  twisting  career 
paths.  Like  Bill  Deam’s  journey  from  very  large  companies  to  much  smaller 
ones.  “My  resume  is  the  opposite  of  what  you’d  expect  of  someone  becoming 
more  successful  with  each  job  change,”  he  says. 

Yet  they  don’t  measure  success  by  their  own  resumes  as  much  as  by  the 
legacy  of  IT  leaders  they  hope  to  leave  behind  them.  “Take  liberties,”  is  what 
Asif  Ahmad  advises  potential  CIOs  on  his  staff  at  Duke  as  he  urges  them  to 
take  ownership  of  business  projects  beyond  their  job  descriptions. 

And  to  answer  that  perennial  question  about  the  future  of  the  CIO  role, 
David  Johns  has  it  nailed:  “As  global  competition  increases,  as  the  focus  on 
cost  increases,  as  opportunities  for  technology  to  make  a  difference  for  a 
business  increase,  CIOs  will  expand  their  role,”  he  predicts.  “That’s  a  very 
exciting  career  path.” 


Maryfran  Johnson,  Editor  in  Chief,  CIO  Magazine  &  Events 

mfjohnson@cio.com 


Outsourcing 
Mergers  Ahead 

Xerox  and  business  process  services  pro¬ 
vider  Affiliated  Computer  Services.  Deli  and 
Perot  Systems.  Outsourcing  industry  ana¬ 
lysts  predict  even  more  consolidation 
in  the  IT  services  market  as  other  tech 
equipment  makers  and  telecom  network 
providers  eye  IT  outsourcing  vendors'  recur¬ 
ring  revenue  streams.  ClO.com's  Stephanie 
Overby  tell  you  what  it  means  for  you. 
www.cio.com/article/503571 

Impact  of  Windows  7 

VMware,  Citrix  and  smaller  rivals  are 
putting  clients  on  smartphones  and 
minimalist  thin-client  hardware  to  build 
excitement  for  virtual  desktop  infrastruc¬ 
tures.  ClO.com's  Bernard  Golden  looks  at 
why  both  Citrix  and  VMware  believe  that 
Windows  7  will  be  a  major  catalyst  for 
desktop  virtualization. 
www.cio.com/article/503763 

Careful  not  to  disappoint  those  looking 
forward  to  Windows  7,  Microsoft  pulled 
out  all  the  stops  to  help  partners  test 
and  build  the  operating  system  before  it 
launched  on  Oct.  ZZ,  writes  CIO.com  Senior 
Writer  Shane  O'Neill.  Stay  tuned  to  see  if 
this  rollout  proves  more  successful  than 
that  of  Windows  Vista. 
advice.cio.com/node/8787 

Be  Like  Steve  Jobs 

What  makes  Steve  Jobs  such  a  special 
presenter?  ClO.com's  Senior  Editor  Thomas 
Wailgum  shares  a  Q&A  with  Carmine 
Gallo,  author  of  The  Presentation 
Secrets  of  Steve  Jobs.  Simplistic  slide- 
show  designs  and  describing  "every  product 
or  new  feature  with  a  one-line  descrip¬ 
tion  that  can  fit  in  a  Twitter  post"  are  two 
secrets  to  his  success. 
www.cio.com/article/503993 

The  Birth  of  Better  ROI 

With  data  center  operations,  ►►► 
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Smarter  technology  for  a  Smarter  Planet: 

Can  the  boundaries  of  a  business  be 
defined  by  its  people  instead  of  its  walls? 


On  a  smaller,  flatter,  smarter  planet,  we  increasingly  find  ourselves  working  with  people  far  outside  the  walls 
of  the  enterprise:  partners,  suppliers,  customers  and  remote  employees.  IBM  is  incorporating  new  tools,  like 
social  software,  wikis  and  presence  awareness,  throughout  our  collaboration  portfolio— as  well  as  new  ways 
of  accessing  these  tools  through  the  cloud.  Cloud-based  solutions  like  LotusLive™  let  your  people  work  with 
whomever  they  want,  regardless  of  what  side  of  the  firewall  they’re  on.  All  backed  by  the  legendary  security 
you  expect  from  IBM.  Now  you  can  extend  your  collaboration  infrastructure  without  the  cost  and  complexity 
of  additional  infrastructure.  So  you  don’t  have  to  tear  down  your  walls  to  reach  beyond  them. 


A  smarter  business  needs  smarter  software,  systems  and  services. 
Let’s  build  a  smarter  planet,  ibm.com/collaborate 


FROM  THE  CEO 


PCs  at  a  Crossroads 

It  is  amazing  to  see  what  happens  when  the  cyclical  intersects  with  the 
systemic.  What  I  mean  is  that,  based  on  the  current  economic  condition, 
everything  within  IT  is  being  seriously  reexamined.  Efficiency  and  ROI 
continue  to  be  top-of-mind  while  increasing  workforce  productivity  and 
innovation  are  equally  essential. 

What  also  happens  within  an  economic  downturn  is  that  systemic 
changes  in  an  industry  are  magnified— and  often  accelerated.  Primarily 
caused  by  cyclical  market  pressure,  we  start  to  really  pay  attention  to  alter¬ 
native  solutions  that  can  free  us  from  traditional  approaches. 

Case  in  point  is  the  PC  market.  Market  researcher  IDC  (a  sister  company 
of  ours)  reports  that  2009  will  be  the  first  year  since  2001  where  PC  ship¬ 
ments  will  decline.  I  believe  this  drop  is  driven  by  a  more  rapid  intersection 
of  the  cyclical  and  the  systemic  as  the  PC  value  proposition  is  challenged 
and  then  transformed.  As  Intel  CEO  Paul  Otellini  recently  said,  “We’re 
moving  from  personal  computers  to  personal  computing.”  That  comment 
signals  Intel’s  way  of  moving  into  new  markets,  but  it  also  acknowledges 
that  the  enterprise  PC  market  has  arrived  at  a  crossroads. 

On  one  side,  CIOs  are  looking  hard  at  netbooks,  desktop  virtualization, 
thin  clients,  tablets  and  smart  devices  as  inevitable  PC  alternatives.  On  the 
other  side,  we’re  watching  an  aggressive  Windows  7  launch  that’s  garnering 
some  positive  reviews,  coupled  with  a  PC  refresh  cycle  need  that’s  bursting 
at  the  corporate  seams. 

Add  this  all  together  and  you’ve  got  a  significant  inflection  point  within 
the  enterprise  PC  market.  We  also  see  CIOs  paying  much  greater  attention 
these  days  to  how  and  where  consumer  technologies  and  other  devices 
might  benefit  the  enterprise. 

It’s  actually  been  quite  a  while  since  leading  PC  vendors  such  as  Acer, 
Apple,  Dell,  HP  and  Lenovo  have  actively  drawn  any  attention  to  the  impor¬ 
tance  and  value  proposition  of  the  PC  within  the  enterprise.  Well,  they’d 
better  start  speaking  up  soon,  because  there  are  plenty  of  new  options  for 
CIOs  to  evaluate— options  that  may  ultimately  be  judged  as  more  reason¬ 
able,  affordable  alternatives  for  your  organizations. 

What  will  all  this  mean  for  a  PC  market  at  the  crossroads?  Which  road 
looks  more  appealing  for  your  company?  E-mail  me  at  the  address  below 
to  share  your  thoughts. 


Michael  Friedenberg,  President  and  CEO 

mfriedenberg@cio.com 


►  ►►Chatter  Continued  from  Page  4 


equipment  maintenance,  staffing  and 
licenses  consuming  the  lion's  share  of 
today's  IT  budgets,  companies  can 
gain  a  great  deal  by  optimizing 
their  current  operations.  ClO.com's 
Michael  Bullock  shares  how  you  can 
improve  ROI  in  nine  months. 
advice.cio.com/node/8777 

Top  IT  Budget  Killers 

It's  time  to  take  a  second  look  at  where 
you're  spending  money,  says  CIO.com 
contributor  Maxine  Chung.  She  shares 

five  areas  in  which  you're  probably 
spending  more  money  than  you 
need  to,  and  how  you  can  improve  your 
bottom  line.  On  the  list:  storage  expan¬ 
sion  and  hardware  sprawl. 
www.cio.com/article/503792 

When  Disaster 
Strikes  Your  iPhone 

From  an  impromptu  swim  through  the 
washing  machine  to  a  hard  drop  on  con¬ 
crete,  iPhone  disasters  happen.  Read 
CIO.com  Senior  Writer  Tom  Kaneshige's 

six  everyday  iPhone  disasters  and 
how  to  handle  them. 

www.cio.com/article/503788 

Mobile  Beginnings 

Twenty-six  years  ago.  Motorola's 
DynaTAC  8000X  was  released  as  the 
first  commercially  available  mobile 
phone.  Take  a  stroll  down  memory  lane 
in  this  slideshow  and  see  the  evolu¬ 
tion  of  the  mobile  phone,  from  its 
humble  (and  over-sized)  beginnings  to 
the  present-day. 
www.cio.com/article/504013 

Correction 

In  our  Sept.  15  issue,  the  story  "Rooms 
a  Traveling  Techie  Will  Love"  said  room 
rates  at  the  Pod  Hotel  started  at  $160. 
The  hotel  also  offers  a  year-round  $89 
rate,  subject  to  room  availability. 


Compiled  by  Associate  Editor  Kristin 
Burnham.  Have  a  comment  about  a 
story  in  this  issue  of  CIO?  Go  to 
www.cio.com/magazine/20091101 
or  write  to  letters@cio.com. 
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Smarter  technology  for  a  Smarter  Planet: 

Can  an  entire  business 
be  given  a  nervous  system? 

On  a  smarter  planet,  the  datacenter  is  not  simply  the  heart  of  IT— it’s  also  the  central  nervous  system 
of  the  entire  business.  IBM  is  helping  companies  view  their  extended  infrastructure  not  as  a  collection 
of  disconnected  pieces,  but  as  an  integrated  system  that  connects  the  datacenter  to  all  of  the  digital 
and  physical  assets  of  the  business,  creating  a  more  dynamic  infrastructure.  From  railway  systems 
that  can  predict  and  schedule  their  own  maintenance  to  assembly  lines  that  understand  how  to  adjust 
to  changing  needs  to  power  grids  that  match  supply  and  demand,  we’re  already  helping  customers 
improve  service,  increase  flexibility  and  reduce  operating  costs  by  as  much  as  50%. 


A  smarter  business  needs  smarter  software,  systems  and  services. 
Let’s  build  a  smarter  planet,  ibm.com/infrastructure 


IBM,  the  IBM  logo,  ibm.com,  Smarter  Planet  and  the  planet  icon  are  trademarks  of  International  Business  Machines  Corp.,  registered  In  many  jurisdictions  worldwide.  Other 
product  and  service  names  might  be  trademarks  of  IBM  or  other  companies.  A  current  list  of  IBM  trademarks  is  available  on  the  Web  at  www.ibm.com/legal/copytrade.shtml. 


IN  THE 
NEW 

NETWORK 
IT’S  ALL 
ABOUT 
THE 
BRAINS, 


The  challenges  raised  by  the  massive  increase  in  networked  devices  and 
their  escalating  bandwidth  demands  will  not  be  solved  by  more  hardware, 
but  by  a  radical  rethink  in  the  way  networks  work. 


It  calls  for  a  whole  new  philosophy  and  that’s  where  Junos  comes  in. 


THE 

SOLUTION 


A  revolutionary  combination  of  software,  silicon  and  systems  architecture. 
It’s  how  to  make  the  box  smarter.  And  it’s  only  from  Juniper  Networks. 


Junos  is  more  than  an  operating  system.  It’s  the  open-standards,  integrated 
and  familial  approach  to  network  design  at  the  heart  of  Juniper  routers, 
switches  and  security  devices.  It’s  a  game  changer  because  it  brings 
stability  to  an  environment  that  has  been  rife  with  interoperability  issues. 
Because  it  creates  a  platform  for  third-party  innovation  and  development, 
and  because,  in  concert  with  the  Junos  One  family  of  processors,  it 
enables  a  new  network  architecture  that  is  simpler  and  more  powerful 
than  anything  before  it. 


The  result  is  open,  interoperable  software-powered  networking 
that  is  scalable,  secure  and  automated. 

The  new  network  is  here. 

And  it’s  running  Junos. 


juniper 
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Hotmail  Passwords 
Exposed 

Microsoft  said  last  month 
that  passwords  belonging 
to  some  users  of  its  Hot¬ 
mail  e-maii  service  were 
exposed  online,  but  the 
data  had  since  been  taken 
down. 

The  company  did  not 
say  how  many  users  were 
affected,  but  some  reports 
suggested  that  passwords 
to  more  than  10,000 
accounts  were  exposed. 

Microsoft  said  the  expo¬ 
sure  of  the  passwords  was 
not  due  to  a  breach  of  its 
servers.  Reuters 

Blogger  Disclosure 

As  of  December  1,  the 
Federal  Trade  Commis¬ 
sion  will  require  bloggers, 
prominent  tweeters  and 
Facebook  users  to  disclose 
paid  endorsements  to  their 
followers,  online  friends 
and  readers. 

The  FTC  says  it  isn't  that 
interested  in  hitting  individ¬ 
ual  bloggers  or  prominent 
social  network  users  with 
heavy  fines,  though  repeat 
offenders  may  be  punished. 
The  regulations  are  aimed 
mostly  at  keeping  corpora¬ 
tions  in  line.  PC  World 


Pentagon:  Our  Cloud  Is  Better  Than  Google's 

The  U.S.  Defense  Department  is  offering  cloud  computing  services 
that  military  officials  claim  are  safer  and  more  reliable  than  commercial 
providers  such  as  Google. 

At  a  press  conference  last  month,  the  Defense  Information  Systems 
Agency  (DISA)  announced  that  it  is  allowing  military  users  to  run  pro¬ 
duction  applications  on  its  cloud  computing  platform,  which  is  called 
RACE  for  Rapid  Access  Computing  Environment. 

Since  its  launch  last  year,  RACE  has  been  available  for  test  and 
development  of  new  applications,  but  not  for  operations.  Military 
officials  say  RACE  is  now  ready  to  deliver  cutting-edge  applications  to 
military  personnel. 

Henry  Sienkiewicz,  a  technical  program  director  with  the  RACE 
team  says  RACE  is  more  secure  and  stable  than  commercial  cloud  ser¬ 
vices.  Google,  for  example,  suffered  from  service  outages  in  Gmail  and 
Google  News  in  September.  Network  World 

Verizon  to  Manage  JetBlue's  Network, 

Data  Centers  and  Help  Desk 

JetBlue  Airways  has  signed  a  six-year  agreement  giving  Verizon  Busi¬ 
ness  the  management  of  its  data  center,  network  infrastructure  and 
help  desk,  the  two  companies  announced  today. 

Verizon  Business,  a  unit  of  Verizon  Communications,  will  design  and 
manage  the  transition  of  existing  JetBlue  systems  to  a  new  global  IT 
infrastructure  that  includes  Internet-based  voice  and  data  to  support 
airport  kiosks,  Wi-Fi  access  and  an  advanced  reservation  system. 

JetBlue  employees  currently  assigned  to  IT  infrastructure  jobs  will 
be  allowed  to  take  other  roles  in  IT,  other  jobs  in  the  company  or  tran¬ 
sition  to  Verizon  Business,  JetBlue  ClOJoe  Eng  said  in  an  interview. 
Computerworld 

Online  Retailers  Anticipate  a  Dreary  Christmas 

E-commerce  companies  are  already  starting  to  think  about  Christmas, 
and  it  looks  like  a  dreary  one.  Gian  Fulgoni,  chairman  of  comScore,  the 
Web  analytics  firm  that  tracks  e-commerce  spending,  predicted  that 
online  sales  this  holiday  season  might  be  flat. 

Even  growth  of  5  percent  would  be  a  big  decrease  from  years 
past.  Before  last  year,  when  the  holidays  arrived  on  the  heels  of  the 
financial  crisis,  growth  in  online  spending  had  reached  as  high  as  25 
percent  each  season. 

Last  year,  sales  fell  3  percent  to  $25.5  billion-the  first  holiday  sea¬ 
son  since  2001  in  which  online  spending  declined.  In  the  second  quar¬ 
ter  of  this  year,  shoppers  spent  $30.2  billion  online,  down  1  percent 
from  the  year  before.  NYTimes.com 

Adobe  Brings  Flash  Apps  to  the  iPhone 

Adobe  Systems  has  created  a  way  to  let  developers  write  Flash  appli¬ 
cations  for  the  iPhone  and  iPod  Touch  without  Apple's  support. 

Adobe  says  it  has  been  trying  to  work  with  Apple  for  over  a  year  to 
get  its  Flash  Player  software  running  on  Apple's  products.  At  a  confer¬ 
ence  last  month  Adobe  noted  that  it  is  still  not  able  to  offer  a  Flash 
Player  for  Apple  devices,  but  that  the  next  release  of  Flash  Profes¬ 
sional  will  allow  developers  to  write  applications  and  compile  the  code 
to  run  on  them.  IDG  News  Service 
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Sprint 

The  Now  Network' 


The  end  of  phone  tag.  Turn  your  desk  phone  and  mobile  phone  into  one  with 
Sprint  Mobile  Integration.  You’ll  have  one  number,  one  voicemail  and  one  easy  way  to  control 
mobile  usage.  Simplify  the  way  your  company  stays  in  touch.  Make  it  easier  for  clients  to  reach 
you.  And  reduce  company  telecom  expenses.  Less  dialing,  happier  clients.  Productivity  starts  now. 
1-866-653-1056  sprint.com/convergence 
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books,  blogs  and  the 
latest  research  about  IT, 
management  and  leadership 


Reading 


The  Four  Conversations  | 

Daily  Communication  that  Gets  Results  1 

By  Jeffrey  Ford  and  Laurie  Ford 

Having  trouble  getting  your  team  to  accept  and  execute  your  ideas? 
Maybe  you  should  think  more  about  how  you’re  talking  to  your  team. 
The  authors,  a  management  consultant  and  a  management  professor, 
identify  four  types  of  conversations:  initiative,  understanding,  perfor¬ 
mance  and  closure.  Confused?  The  book  explains  and  illustrates  each 
type  with  anecdotes.  Hint:  don’t  skip  any,  especially  “performance.”  I 
Berrett-Koehler Publishers,  2009,  $19.95  i 


The  Economic  Impact  of  the  American 
Recovery  and  Reinvestment  Act 
of  2009,  First  Quarterly  Report 

By  the  Council  of  Economic  Advisors 

RESEARCH  So  is  the  bailout  working  or  isn’t  it?  Yes,  the 
presidents’  advisors  think.  Without  the  bailout,  the 
country  would  have  had  1  million  fewer  jobs  and  GDP 
would  have  been  3  percent  lower  in  the  third  quarter. 
Moreover,  the  advisors  report,  our  bailout  has  helped 
mitigate  worldwide  recession.  But  don’t  get  too  excited: 
All  results  reported  are  preliminary.  Read  all  about  it  in 
this  43-page  report,  chock  full  of  charts. 
www.whitehouse.gov/administration/eop/cea/ 
Economic-Impact/ 

The  NASA  CIO  Blog 

By  Linda  Cureton 

BLOG  Yes,  you  can  learn  about  leadership  in  a  casino  or 
even  in  Facebook  invitations  from  former  high  school 
classmates,  Linda  Cureton  writes  in  recent  posts.  At  the 
casino,  she  admits  she  lost  money.  But  she  also  learned 
a  lot  about  risk  taking  which,  upon  reflection,  she  writes, 
can  also  be  learned  from  the  way  babies  pick  up,  taste 
and  play  with  foreign  objects.  If  it  sounds  too  touchy- 
feely,  consider  this:  Cureton  just  landed  a  major 
promotion.  Once  the  CIO  of  NASA’s  Goddard  campus, 
she  is  now  CIO  of  the  entire  agency.  Thankfully,  she 
plans  to  keep  blogging, 
blogs.  nasa.gov/cm/blog/NASA-CIO-Blog 


Where  the  !@#%  Did  My  Day  Go? 

The  Ultimate  Guide  to 

Making  Every  Day  a  Great  Workday 

By  Matthew  Cornell 

GUIDE  Feeling  unproductive?  In  this  23-page  guide,  for¬ 
mer  NASA  engineer  and  productivity  expert  Matthew 
Cornell  provides  step-by-step  instructions  for  how  to  set 
up  a  daily  work  list  and  sensible  rules  for  dealing  with 
interruptions  and  surprises.  Feeling  brave?  Try  the  one- 
week  challenge  on  Page  8.  Not  for  the  hopelessly  disorga¬ 
nized:  If  you’re  not  already  keeping  a  calendar  and  task 
list,  Cornell  says  this  guide  isn’t  for  you.  $27 
matthewcornell.Org/products.html#where-did-my-day-go 

Random  Thoughts  of  a  Boston-based  CTO 

John  Moore's  Weblog 

By  John  Moore 

BLOG  John  Moore,  VP  of  Engineering  at  Swimfish,  a 
business  relationship  management  company,  shares  his 
thoughts  on  social  media,  CRM,  SharePoint  and  manage 
ment  best  practices.  His  blog  also  shares  a  daily  leader¬ 
ship  video,  comic  strips,  employment  opportunities  and 
a  page  where  you  can  leave  your  contact  information  if 
you’re  in  the  market  for  a  new  job. 
johnfmoore.wordpress.com 


Compiled  by  Joan  Indiana  Rigdon.  Tell  us  what  you're  reading.  Go 
to  advice.cio.com/blogs/the_techie_readingJistor  write  to 
letters@cio.com. 
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Over  60%  of  the 
Fortune  100  have 
gone  Google. 


"Going  Google"  means  switching  your  company  over  to  one  of  Google's 
enterprise  products  —  from  Google  Apps  to  Postini  to  the  Google  Search 
Appliance.  Learn  more  at  www.qooqle.com/qoneqooqle. 


Statistic  based  on  Google  enterprise  customers  listed  in  the  top  100  of  the  2009  "Fortune  500!'  Fortune. 
©  2009  Google  Inc.  All  rights  reserved.  Google  and  Google  logo  are  trademarks  of  Google  Inc.  All  other 
company  and  product  names  may  be  trademarks  of  the  companies  with  which  they  are  associated. 
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They  can’t  always  see  clearly  what’s  in  front  of  them. 

But  you  can.  With  proven  analytics  software  and  services  from  SAS 


www.sas.com/camels 


SAS"  Analytics 


Visit  www.sas.com/camels  for  Competing  on  Analytics  series  summary 


THE 
POWER 
TO  KNOW 


Large-scale  forecasting 
Data  and  text  mining 
Model  management 
and  deployment 


Data  visualization 
Optimization 
Quality  improvement 
Statistical  analysis 
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innovation  and  business  value 


Divya  Shroff,  chief  of  staff  for 
informatics  at  the  Washington, 
D.C.,  Veterans  Affairs  Medical 
Center  sees  many  tasks  shifting 
from  laptops  to  smartphones. 


Paging  Dr.  BlackBerry 


Smartphones  deliver  EKGsforfaster  diagnoses  by  al  sacco 

We've  come  to  associate  a  hospital  not  only  with  its  patients  and  the  medical  professionals  who 
work  there,  but  also  the  machines  and  gadgets  that  aid  doctors  and  nurses  in  our  care.  We  recognize 
the  blood-pressure  sleeves,  the  beeping  heart-rate  monitors  and  the  IV  machines. 

Now  wireless  technology  is  coming  of  age  in  the  medical  field.  Doctors  and  nurses  are  surren¬ 
dering  their  antiquated  pagers  for  smartphones,  which  they  can  use  not  only  to  receive  messages 
but  also  to  assist  them  with  treating  patients. 

At  the  Washington,  D.C.,  Veterans  Affairs  (VA)  Medical  Center,  11  cardiologists  have  been  using  a 
custom  BlackBerry  application  for  nearly  a  year  to  diagnose  heart  attacks  remotely  and  communi¬ 
cate  treatment  instructions  to  medical  staff.  Divya  Shroff,  the  hospital’s  chief  of  staff  for  informatics 
and  a  physician,  says  the  VA  Electrocardiogram  (EKG)  Smartphone  Project,  as  the  initiative  is  called, 
is  the  latest  example  of  cutting-edge  technology  deployed  by  the  VA.  Because  the  VA  was  already 
transmitting  patients’  EKG  data  to  its  Electronic  Medical  Records  system,  the  hospital  faced  ►  ► 
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►  ►  Black  Berry  Continued  from  Page  15 


fewer  challenges  delivering  the  EKG  informa¬ 
tion  to  mobile  devices  than  other  healthcare 
organizations  might. 


Screen  TEST 

People  use  video  to  communicat e-sometimes 

How  often  do  you  use  video  conferencing  or  video  chat? 


Saving  Lives  Securely 

As  Shroff  watched  the  evolution  of  smart¬ 
phones,  she  saw  the  potential  for  an  app  to 
help  cardiologists  and  their  patients. 

Traditionally,  to  confirm  the  diagnosis  of 
certain  heart  attacks,  VA  hospital  staff  first 
had  to  locate— and  occasionally  wake  up— a 
cardiologist.  If  the  doctor  was  offsite,  he  or  she 
had  to  get  the  EKG  data,  which  could  require 
logging  in  to  a  computer  or  coming  to  the  facil¬ 
ity.  But  with  software  from  m Visum,  the  staff 
can  make  high-quality  and  secure  EKG  readings  available  to  car¬ 
diologists  on  their  BlackBerrys. 

Faster  diagnoses  save  lives  and 
can  reduce  the  length  of  hospital 
stays  for  patients.  “We  put  a  lot  of 
emphasis  on  patient  security,  but 
in  reality  it’s  much  more  impor¬ 
tant  to  save  their  lives,”  Shroff 
says  “There’s  no  way  you  could  do 
something  like  this  and  not  prove 
that  it  works.” 

However,  the  application  had 
to  be  tested  before  it  could  be 
approved  for  widespread  use. 

Shroff  and  her  project  team  had  cardiologists  retrieve  and  ana¬ 
lyze  506  EKGs  of  patients  who  had  already  been  treated.  Doctors 
were  able  to  read  the  data  correctly  at  least  90  percent  of  the 
time— on  par  with  live  readings— and  make  correct  diagnoses. 

Shroff  says  she  chose  the  BlackBerry  because  the  device  met 
the  VA’s  security  standards.  But  in  the  future,  smartphones  with 
larger  screens,  such  as  Apple’s  iPhone,  could  be  better  suited  for 
interpreting  medical  images.  Meanwhile,  Shroff  sees  many  of  the 
tasks  currently  being  performed  on  laptops  making  their  way 
to  smartphones— including  order  entry  for  physicians,  chart 
changes  and  admissions  paperwork  for  patients. 

“Right  now,  we’re  using  [smartphone  technology]  in  a  really 
small  application  to  see  if  we  can  make  a  difference,”  Dr.  Shroff 
says.  “But  the  potential  for  much  more  is  there.” 

CI0.com  Staff  Writer  Al  Sacco  can  be  reached  at  asacco@cio.com.  Read 
an  expanded  version  of  this  story  at  www.cio.com/article/500756. 


More  than  once  a  week 
Once  a  month 
Once  a  year 
Once  a  week 
Never 


SOURCE:  Global  IP  Solutions  survey  of  70  webinar  attendees 
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The  iPhone 
App  Goldrush 

The  booming  Apple  App  Store  just  surpassed 
two  billion  downloads  and  has  seen  a  wild 
pricing  ride.  More  than  85,000  apps  are  avail¬ 
able  with  prices  ranging  from  free  to  Tom¬ 
Tom's  new  $99.99  app. 

When  the  store  launched  in  July  2008,  most 
of  the  popular  apps  were  free  or  mere  dollars. 
Thanks  to  rising  prices,  market  researcher 
Yankee  Group  foresees  a  bona  fide  $4.2  billion 
mobile  app  "gold  rush"  within  five  years. 

The  price  rise  owes  much  to  iPhone's  matu¬ 
ration  as  a  more  serious  gaming  and  applica¬ 
tion  platform,  says  Gartner's  Van  Baker.  "Now 
we  see  free  trial  versions  paired  with  a  $4.99 
price  in  the  gaming  space,"  he  says. 

App  prices  are  now  hitting  a  critical  junc¬ 
ture  as  developers  test  the  limits  at  the  high 
end.  "I  personally  think  that  the  TomTom  price 
is  probably  too  high,"  Baker  says.  He  believes 
that  a  $19.99  price  point  will  become  com¬ 
monplace  at  the  high  end  and  middle  tiers  will 
emerge  between  $4.99  and  $14.99. 

According  to  users  working  with  research 
and  design  firm  Create  with  Context,  $4.99  is 
a  "reasonable"  price,  while  the  99-cent  price- 
point  that  helped  make  software  purchasing  a 
nonrisky  impulse,  now  signals  cheap,  sopho- 
moric  and  even  dangerous.  -Tom  Kaneshige 
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Introducing  Xerox  ColorQube,  color  prints 
are  now  62%  cheaper. 

The  new  Xerox  ColorQube™  multifunction  printer  cuts  the  cost  of  color  prints  by  up  to  62%  compared  to  traditional  color  lasers, 
without  compromising  on  quality.  And  with  Xerox  unique  cartridge-free  Solid  Ink  technology,  it’s  not  only  easy  to  use,  but  also 
reduces  waste  by  90%.  What’s  more,  this  high-performance  line  of  MFPs  can  handle  the  busiest  work  environments. 

So  now  you  can  print  in  color  without  going  into  the  red. 

1  -800-ASK-XEROX 
FinallyColorIsLess.com 


Ready  For  Real  Business 
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SCOTTRADE 

The  Social  Enterprise 

BY  KRISTIN  BURNHAM 


18 


the  project  ::  Deploy  enterprise  social  net¬ 
working  tools  as  part  of  an  intranet  redesign, 
including  Facebook-style  department  pages, 
expert-authored  blogs  and  wiki-based  research 
tools  to  improve  collaboration  among  a  grow¬ 
ing  nationwide  staff.  Scottrade,  which  currently 
boasts  over  430  branches,  is  adding  two  every 
week  and  needed  a  better  way  to  keep  its  employ¬ 
ees  connected,  says  CIO  Ian  Patterson. 

THE  BUSINESS  CASE  ::  Scottrade’s  aging,  homegrown 
intranet  expanded  from  housing  just  150  files  and  a  hand¬ 
ful  of  applications  to  over  31,000  files  and  310  applications 
in  just  five  years.  The  site  was  unable  to  keep  up  with  that 
growth,  and  navigating  it  became  clunky— sometimes  con¬ 
tent  was  “five  clicks  deep,”  says  Tracie  Gildehaus,  director 
of  business  architecture.  Updating  files  was  process-heavy, 
too.  Users  sent  changes,  such  as  amendments  to  regula¬ 
tions  from  the  Securities  and  Exchange  Commission,  to 
Gildehaus  and  her  team  of  four.  Pushing  these  live  typically 
took  three  days  to  complete.  Meanwhile,  there  was  strong 
demand  from  employees  to  build  closer  relationships 
among  the  branch  employees.  Including  blogs,  wikis  and 
a  Facebook-style  page  for  Scottrade’s  various  departments 
would  alleviate  each  of  these  problems. 

FIRST  STEPS  ::  User  control  is  a  hallmark  of  social  net¬ 
working,  so  Gildehaus  wanted  employees  to  collaborate 
on  the  intranet  redesign.  She  invited  30  people  of  varying 
ages,  departments  and  work  functions  to  a  meeting,  broke 
them  into  groups  of  three  and  handed  each  team  150  note 
cards  naming  a  popular  application  or  piece  of  information 
on  the  old  intranet.  The  teams  had  20  minutes  to  group  the 


note  cards  into  piles;  then  they  presented  their  ideas  for 
how  information  should  be  organized  and  displayed.  The 
teams  determined  the  intranet’s  final  design  by  consensus. 
To  choose  the  vendor  (Oracle),  Gildehaus  designed  score- 
cards,  invited  vendors  to  present  their  products  and  asked 
the  teams  to  vote  on  which  one  best  suited  their  needs. 

The  intranet,  deployed  in  January  2008,  includes  a 
variety  of  social  networking  tools.  User-authored  blogs 
eliminate  the  need  for  Gildehaus  and  her  team  to  update 
and  push  content  live.  A  wiki,  Purplepedia,  provides  an 
encyclopedia  of  acronyms  and  terms  to  help  new  employ¬ 
ees  learn  company  lingo.  Facebook-style  department  pages 
help  branch  workers  form  relationships  with  each  other 
and  colleagues  at  headquarters  as  well  as  stay  up  to  date 
on  corporate  policies,  procedures  and  training  materials. 
The  department  pages  include  a  group  photo,  a  bio  of  what 
the  department  is  responsible  for  and  an  announcement 
platform— similar  to  Facebook’s  status  update— where 
workers  can  publish  what  their  group  is  working  on. 

what  to  watch  out  for  ::  Communicate  early 
and  often.  From  design  to  rollout,  the  project 
took  nine  months,  and  on  the  day  the  site  went 
live,  90  percent  of  Scottrade  employees  signed  on. 
Gildehaus  attributes  this  to  an  aggressive  commu¬ 
nications  strategy.  An  interactive,  female  avatar 
named  "Scottina,"  movie  trailers  and  virtual  tours 
all  were  hosted  on  the  old  intranet  and  were  used 
to  educate  users  about  what  they  could  expect 
from  the  new  site. 


Associate'Editor  Kristin  Burnham  can  be  reached  at  kbumham@ 
cio.com.  Follow  her  on  Twitter:  www.twitter.com/kmburnham. 
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You  want  the  iPhor 

IT  needs  to  protect 
your  enterprise. 

It’s  all  Good. 


Protect.  Connect.  Collaborate. 

With  Good  for  Enterprise  you  can  securely  connect  and  collaborate  on  the  mobile  device  you  want  and 
IT  will  be  able  to  manage  and  protect  your  company’s  most  proprietary  and  sensitive  data.  Find  out  how 
we  can  help  your  enterprise.  Visit  us  online  at  or  call  1  -866-7-BE-GOOD. 


c  2009  Good  Technology.  The  Good  logo  and  Good  for  Enterprise  are  trademarks  of  Good  Technology,  Inc.  iPhone  is  a  trademark  of  Apple  Inc.,  registered  in  the  U.S.  and  other  countries.  All  rights  reserved. 


►  THE  CHARLIE  FELD  INTERVIEW 
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IT  Tailwind 

The  CIO  of  Southwest  Airlines  focuses  on  ways  technology  can 
ease  transactions  for  customers  and  keep  revenue  aloft 


CHARLIE  FELD:  Southwest  has 
used  technology  to  keep  its 
model  simple.  Can  you  describe 
your  approach? 

|AN  MARSHALL:  We  started  in  the 
1970s  as  a  three-city  commuter  air¬ 
line.  We've  grown,  but  we've  stayed 
domestic  and  true  to  our  model  of 
point-to-point  versus  a  hub  airline. 

Not  only  do  we  have  to  keep  tech¬ 
nology  simple  for  our  customers, 
we  have  to  keep  it  simple  for  our 


employees  because  we  look  for 
highly-efficient  transactions.  But 
there's  a  tremendous  amount  of 
complexity  at  the  back  end.  The  way 
people  buy  tickets  is  very  high-tech, 
Our  website  is  visited  by  millions 
of  people  a  month.  We're  also  doing 
international  code  shares  with 
other  airlines,  so  we  have  to  com¬ 
municate  in  a  more  traditional  way 
to  them.  We've  tackled  that  through 
a  service-oriented  architecture 


that  helps  us  integrate  our  front- 
end  applications  with  our  business 
transaction  engines  (such  as  our 
reservation  system)  using  Web  ser¬ 
vices  and  common  business  rules. 

How  are  you  able  to  invest  in  IT 
and  remain  a  low-cost  carrier? 

We  have  a  philosophy  of  managing 
in  good  times  like  they're  bad  so  we 
can  manage  in  the  bad  times-and 
we're  taking  the  opportunity  to 
invest  strategically  in  technology. 

We  embarked  on  a  plan  three  years 
ago  to  rebuild  some  of  the  founda¬ 
tional  components  of  our  revenue 
stream,  such  as  our  ticketing  sys¬ 
tem,  as  well  as  look  to  technology  to 
build  additional  revenue  streams. 

We  recently  rolled  out  our  mobile 
site  for  PDAs  and  iPhones.  We  also 
launched  our  Travel  Guide,  bringing 
customers  together.  They  talk  about 
their  experience  on  Southwest 
and  review  opportunities,  such  as 
restaurants  or  shows,  in  the  places 
we  fly  to. 

We're  also  improving  our  com¬ 
merce  engine.  You'll  see  changes  in 
how  you  shop  for  and  book  a  flight. 
And  we've  added  functions  to  our 
kiosks  so  you  can  now,  for  example, 
change  your  itinerary  at  the  kiosk  or 
change  your  flight. 

How  did  the  economy  influence 
the  way  you  manage  IT? 

From  tightening  up  our  develop¬ 


ment  lifecycle  to  automating  our 
testing,  we've  had  to  improve  our 
processes  to  ensure  that  we  can 
make  every  dollar  that  we  spend 
matter.  Another  thing  we've  done  is 
partnered  with  technology  compa¬ 
nies,  and  we're  delivering  some  of 
our  products  together. 

We've  tried  to  keep  the  organi¬ 
zation-1  have  900  employees  and 
about  300  professional  services 
contractors-informed  about  our  pri¬ 
orities  as  a  company.  We've  also  had 
to  work  with  our  business  partners 
to  manage  our  priorities.  We  all  feel 
tremendous  pressure  to  deliver.  The 
organization  can  see  why  the  work 
they're  doing  is  so  important  to  the 
success  of  the  company.  That's  the 
good  part:  They  understand  their 
value.  But  they  have  to  manage  that 
pressure. 

They're  doing  well  with  it.  We've 
gone  from  an  organization  that 
maybe  could  deliver  two  big  pro¬ 
grams  a  year  to  one  that  is  deliver¬ 
ing  three  to  five  big  programs  in  a 
year.  We've  really  stepped  up  our 
ability  to  ensure  we  have  tight 
change  management  so  we're  not 
sacrificing  the  quality  and  reliability 
of  the  systems  that  our  customers 
are  counting  on. 


A  member  of  the  CIO  Hall  of  Fame,  Charlie 
Feld  retired  from  HP  in  2008.  Read  an 
expanded  version  of  this  story  at 
www.cio.com/article/504370. 
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Microsoft 


What  happens  when  you  combine  familiar  Microsoft'  Office  tools  with  the  robust  analysis  and  reporting  of  SQL  Server”' 2008  and 
the  information-access  and  sharing  capabilities  of  SharePoint*?  You  get  people  analyzing  data  from  multiple  sources  and  building 
reports  on  their  own.  Real-time,  informed  decision-making  without  the  intervention  of  IT?  Pretty  good  math,  by  any  standards. 

To  learn  more  about  how  better  decision-making  can  create  efficiencies,  go  to  itseverybodysbusiness.com/decision 


Snap  this  tag  to  learn  more 
about  better  decision-making 
or  text  DECISION  to  21710 

Get  the  free  app  for  your  phone  at 

http://gettag.mobi 


Because  it's  everybody  's  IT  business 
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leadership  and 
operational  excellence 


Furnishing  Higher  Profits 

How  a  business  intelligence  project  helped  a  retailer 
maximize  value  from  its  suppliers  by  kim  s.  nash 

"Buy  low,  sell  high"  may  work  in  the  stock  markets,  but  it’s  a  simplistic  notion  for  purchasing 
inventory  for  retail  stores. 

Slumberland,  a  private  bedding  and  furniture  chain  based  in  Little  Canada,  Minn.,  recently 
changed  its  roster  of  suppliers  based  on  surprising  revelations  from  its  supply  chain  data.  The 
company  wanted  to  understand  which  furniture  suppliers  were  most  profitable  to  it,  backed  by 
facts,  not  only  perceptions.  So  last  year,  it  started  an  ERP  business  intelligence  project. 

Analyzing  this  data  showed  the  true  cost  of  doing  business  with  each  supplier,  says  Jamie  Page, 
Slumberland’s  director  of  information  services.  The  expense  of  doing  business  with  a  vendor  depends 
not  just  on  the  price  Slumberland  pays  to  buy,  say,  a  dozen  king-size  bedsteads.  Hidden  costs  add  up, 
including  manufacturers’  shipping  delays  and  how  often  an  item  is  moved  between  distribu-  ►  ► 


PHOTO  BY  DARRELL  EAGER 


tion  centers  or  within  a  warehouse  to  meet  demand  from 
the  company’s  120  stores  in  11  states.  “The  best  price  is  not 
always  worth  it,”  notes  Page. 

Bye-Bye,  Prestigious  Supplier 

Slumberland  collected  information  from  its  ERP  applica¬ 
tion,  its  Escalate  Retail  System  and  RedPrairie’s  Warehouse 
Management  System,  about  such  items  as  how  many  times 
a  dresser  or  La-Z-Boy  recliner  had  been  moved  around  a 
warehouse  or  from  one  distribution  center  to  another  and 
who  moved  it. 

Data  like  that  can  be  revealing:  The  more  you  move  a 
large,  heavy  piece  of  furniture,  the  more  you  risk  damaging 
it.  Damage  costs  money,  whether  in  repairs  or  returns  to 
the  manufacturer. 

The  company’s  Enterprise  1  ERP  system,  which  includes 
point-of-sale  and  order-management  applications  from 
Escalate  Retail,  provided  sales  information,  including 
which  products  sell  fastest  in  which  stores  and  at  what 
prices.  They  considered  subjective  information  as  well, 
such  as  ratings  by  Slumberland  managers  of  how  well  sup¬ 
pliers  behaved.  Did  they  promptly  respond  to  questions? 
Were  they  open  to  changes? 

What  they  found  surprised  them,  Page  says.  Some 


vendors  thought  to  be  profitable  to  work  with  weren’t  per¬ 
forming  well.  They  may  have  given  Slumberland  a  price 
break,  but  they  delivered  orders  late  or  sent  them  in  pack¬ 
aging  that  required  a  lot  of  labor  to  remove.  “We  had  a  lot 
of ‘You’re  kidding  me’  instances,”  says  Page. 

For  example,  Slumberland  had  long  ordered  sofas  from 
a  particular  high-end  manufacturer  (that  Page  declines  to 
name).  But  the  analysis  showed  that  the  cost  of  this  ven¬ 
dor’s  products,  which  were  not  consistently  available,  made 
the  relationship  less  profitable  than  Slumberland  thought. 
Page  says. 

Meanwhile,  Slumberland  found  that  another  manufac¬ 
turer  contributed  more  to  its  gross  margins  because  its 
products  were  more  available  and  were  damaged  in  storage 
less  often.  “We  started  working  more  closely  with  them,” 
says  Page. 

Now  that  Slumberland  is  giving  more  business  to  bet¬ 
ter-performing  vendors,  its  inventory  is  down  10  percent 
from  its  highest  point  in  the  last  year,  Page  says.  “We  used 
to  think  our  business  was  ‘buy  it  cheap  and  sell  it.’  Now  we 
know  it’s  more  complex:  Buy  it  from  the  best  source.” 


Contact  Senior  Editor  Kim  S.  Nash  at  knash@cio.com.  Follow  her 
on  Twitter:  www.twitter.com/knash99. 


I 

PREDICTIVE  ANALYTICS 


It  can  create  new 
business.  The  Navy 
Federal  Credit  Union 
has  applied  predic¬ 
tive  analytics  tech¬ 
nology  from  SPSS  to 
the  design  of  new 
products. 

Analyzing  how 
ATM  withdrawals 
spiked  just  before 
and  after  a  deploy¬ 
ment  led  to  the 
introduction  of  a 
checking  account 
with  ATM  fee 
rebates  for  members 
on  active  duty. 

CIO  Jerry  Hermes 
says  that  other 
business  units 
have  since  invited 
the  analytics  unit 
into  their  planning 
process. 


You  can't  really 
know  the  future. 

Predictive  analytics 
forecasts  about  your 
business  are  useful 
only  as  long  as  you 
understand  that 
they  describe  prob¬ 
abilities. 

"The  weather¬ 
man  gets  it  wrong 
some  times,  even 
though  we’ve 
spent  hundreds 
of  years  collecting 
data  and  looking  at 
correlations,"  says 
Royce  Bell,  CEO  of 
Accenture  Informa¬ 
tion  Management 
Services. 


Results  can 
mislead.  You  need 
to  apply  business 
acumen  to  make 
sure  you  draw  the 
right  conclusions. 
Hermes  says. 

Alan  Payne,  who 
manages  an  R&D 
group  at  the  Navy 
credit  union,  remem¬ 
bers  when  the  model 
seemed  to  show  that 
more  members  were 
deployed  than  they 
expected. 

It  turned  out  that 
the  survey  used  for 
the  analysis  needed 
to  better  distinguish 
between  households 
and  individuals;  the 
spouses  of  deployed 
members  didn't 
know  which  box  to 
check. 


Watch  your  gut. 

People  tend  to  be 
quickest  to  accept 
predictions  that 
match  their  expecta¬ 
tions.  These  predic¬ 
tions  can  be  valuable 
when  they  provide 
insight  into  the 
variables  that  drive 
them.  Bell  says. 

But  lately,  C-level 
executives  get  most 
excited  "by  the 
nonintuitive  ah-ha," 
Bell  adds.  Results 
that  prove  the  limits 
of  intuition  are  a 
"tough  but  valu¬ 
able  sell,"  because 
employees  often 
resist  conclusions 
that  go  against  their 
experience  and 
instincts. 


Garbage  in, 
garbage  out.  "A 

good  number  of  ana¬ 
lytic  programs  fail 
on  questions  about 
the  veracity  of  data," 
Bell  says,  so  getting 
serious  about  data 
quality  is  one  of  the 
prerequisites  for 
success.  That  may 
mean  you  have  to  be 
selective  about  the 
data  you  feed  into 
your  model,  he  adds. 
Less  is  more  when 
you  focus  on  the 
most  accurate  infor¬ 
mation  and  leave 
out  questionable 
numbers. 
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Nixing  the  Paper  Trail 

How  centralizing  labor  contract  management  saved 
Northrop  Grumman  millions  by  kim  s.  nash 


A 


t  Northrop  Grumman,  a  project  to  figure  out 
how  the  heck  it  was  spending  multiple  millions 
of  dollars  on  contract  IT  labor  has  now  spread  to 
other  parts  of  the  company  and,  in  turn,  produced 
multiple  millions  of  dollars  in  savings. 

The  idea  of  keeping  closer  tabs  on  contractors 
started  in  2003,  when  Northrop  Grumman  real¬ 
ized  it  was  spending  an  unspecified  amount  of 
money,  estimated  to  be  in  the  millions  per  year, 
on  outside  IT  workers  from  dozens  of  vendors.  As 
important  as  the  dollars  spent  was  the  fact  that  85  percent  of  those  outsiders  were 
working  on  key  projects  for  Northrop  Grumman’s  own  customers— hundreds  of  IT 
professionals  represented  the  company  but  weren’t  directly  employed  by  it. 

“The  sensitivity  around  the  role  they  played  and  sheer  magnitude  of  the  spend 
caught  the  attention  of  the  CFO,”  says  Bob  Lewis,  director  of  business  operations  for 
Northrop  Grumman’s  IT  division,  one  of  eight  “sectors”  in  the  $34  billion  company. 

With  that  “excellent  sponsor,”  in  pocket,  Lewis  and  staff  hired  procurement 
management  vendor  IQNavigator  to  help  determine  where  its  money  was  going. 

Historically,  Northrop  Grumman  had  its  contractors  use  paper  timecards  to  track 
their  hours.  That  data  was  manually  entered  into  Northrop  Grumman’s  financial 
systems.  The  payment  process  was  slow,  Lewis  says,  and  difficult  to  forecast.  Various 
Northrop  Grumman  sectors  would  be  negotiating  for  labor  with  the  same  providers 
at  the  same  time  and  not  know  it. 

Starting  in  Northrop’s  IT  sector,  IQNavigator  worked  with  Lewis’  staff  to  collect 


how  it 

adds  up 

Northrop  Grumman 

Los  Angeles 

Northrop  Grumman  is  a  $34  billion 
military  contractor;  90  percent 
of  its  sales  come  from  the  U.S. 
federal  government  It  has  123,600 
employees  and  offices  in  25  countries. 

How  Northrop  Saved:  Rethought 
contract  labor  as  a  commodity  to  be 
managed  via  centralized  purchasing 
policies  and  enforced  compliance 
across  the  company.  Has  cut  10  per¬ 
cent  to  15  percent  off  annual  spend¬ 
ing  on  contract  labor  by  getting  better 
prices  and  being  more  efficient  in  hir¬ 
ing  and  managing  contractors.  Of  the 
savings,  8  percent  to  12  percent  came 
from  negotiating  better  contractor 
pay  rates,  the  rest  to  streamlined  pro¬ 
cesses  such  as  replacing  paper  time 
cards  with  an  online  system. 

Tools  Used:  IQNavigator  software  as 
a  service  spend  management  product 
with  dashboard  to  track  billing  rates 
by  various  metrics 


data  on  contractors,  contracts,  pricing  and  projects  in  play,  to  get  an  overall  view  of 
costs.  Then  they  were  able  to  see,  in  one  spot,  which  contractors  were  billing  for  how 
much.  As  other  sectors  signed  up  for  the  IQNavigator  service,  Northrop  Grumman 


Time  Frame:  Started  in  one  division 
in  2003,  now  in  five  of  eight  divisions, 
with  $200  million  in  annual  spending 
managed  through  IQNavigator 


executives  across  the  company  came  to  understand  exactly  what  they  were  spend¬ 
ing— $200  million— and  on  how  many  contractors— 1,900. 

A  dashboard  also  shows  them  such  data  points  as  how  much  each  sector  spends 
on  outside  personnel,  how  long  those  contractors  work  for  Northrop  Grumman  and 
average  billing  rates.  That  information  helps  managers  determine  the  best  price  they 
can  get  from  various  contractor  vendors,  for  example,  or  decide  whether  it  makes 
financial  sense  to  offer  a  given  contractor  a  full-time  job. 

IQNavigator  account  managers  work  on  site  with  Northrop  Grumman’s  own 
human  resources  managers.  And  with  the  recession  forcing  budget  cuts,  IQNaviga- 
tor’s  role  was  expanded  to  include  background  checks  and  drug  screening  of  job  can¬ 
didates.  “That’s  work  we  used  to  do  and  couldn’t  afford  to  anymore,”  Lewis  says. 


Senior  Editor  Kim  S.  Nash  can  be  reached  at  knash@cio.com.  Follow  her  on  Twitter  at 
www.twitter.com/knash99. 


START  IN  ONE  DIVISION  OR 
BUSINESS  UNIT. 

Trying  to  compare  data  on  contract 
labor  in  different  fields-say,  IT 
and  legal  contractors-can  muddy 
the  analysis. 

COLLECT  AS  MANY  DATA  POINTS 
AS  POSSIBLE. 

Contractor  names,  skill  sets, 
length  of  service,  performance 
metrics,  projects  completed,  pric¬ 
ing.  The  more  data  available  the 
better  your  analysis  will  be  when 
you  start  to  do  business  intelli¬ 
gence  to  determine  which  contrac¬ 
tor  vendors  to  do  business  with 
and  which  to  fire. 
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Fujitsu  recommends  Windows  Vista®  Business  for  business  computing. 
Fujitsu  recommends  Windows  Vista®  Home  Premium  for  personal  computing 


Windows  Vista 

Business 
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When  your  life  is  caffeinated,  you 
need  a  notebook  that  keeps  up. 
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Fujitsu  gives  your  mobile  computing  a  serious  boost — from 
ultra-portables  that  won’t  weigh  you  down  to  powerful  desktop 
alternatives  and  everything  in  between  like  the  Fujitsu  Lifebook® 
T5010.  With  Intel®  Centrino®  2  Processor  Technology  for  power, 
connectivity  and  long  battery  life,  and  with  genuine  Windows 
Vista®  Business  to  stay  connected,  stay  productive,  and  stay 
away  from  the  office;  you’ll  be  hooked. 

(►)  See  what  Fujitsu  is  brewing. 


PC  Connection  Insight 

©  2009  Fujitsu  America,  Inc.  All  rights  reserved.  Fujitsu,  the  Fujitsu  logo  and  LifeBook  are  registered  trademarks  of  Fujitsu  Limited.  Intel,  the  Intel  logo,  Centrino  and 
Centrino  Inside  are  trademarks  of  Intel  Corporation  in  the  U.S.  and  other  countries.  Microsoft,  Windows  and  Windows  Vista  are  registered  trademarks  of  Microsoft 
Corporation.  All  other  trademarks  are  the  property  of  their  respective  owners. 
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ANALYST  VIEW 

Signs  of  an  IT  Recovery 

Our  survey  finds  that  more  CIOs  are  planning  to  boost  spending 
and  hiring  in  the  coming  year  by  carolyn  Johnson 


Another  sign  the  economy  is  on  the 
upswing:  More  CIOs  are  planning  to 
increase  IT  spending  than  at  any  time 
since  mid-2008,  according  to  an  exclusive 
CIO  survey. 

Nearly  four  out  of  ten  CIOs  (37  percent)  now  plan  IT 
spending  increases  in  the  coming  year,  the  most  since 
July  2008,  when  49  percent  saw  their  technology  budgets 
rising.  By  May  2009,  only  14  percent  anticipated  higher 
spending. 

Now,  the  data  suggests  a  turnaround.  The  online  survey 
of  257  IT  leaders  during  late  August  and  early  Septem¬ 
ber  found  that  they  plan  to  spend  more  across  all  tech¬ 
nology  categories.  Applications  (43  percent),  Web  and 
mobile  technology  (37  percent)  and  network  infrastruc¬ 
ture  (35  percent)  were  most  frequently  cited  as  areas  for 
new  investment.  Forty  percent  of  respondents  said  they 
would  allocate  more  money  to  new  projects  in  the  coming 
year.  That’s  up  from  25  percent  in  January,  the  first  time 
respondents  were  asked  about  their  new  project  plans.  IT 
capital  spending  is  on  the  upswing  for  41  percent  of  the 


IT  executives  surveyed,  while  35  percent  plan  to  increase 
spending  on  discretionary  IT  projects. 

More  small  companies  than  large  ones  are  opening 
their  wallets:  Forty-three  percent  of  companies  with  reve¬ 
nues  less  than  $100  million  anticipate  spending  increases, 
compared  to  35  percent  of  mid-market  companies  (those 
with  revenues  between  $100  million  and  $1  billion)  and 
29  percent  of  large  companies  (those  with  revenues  of  $1 
billion  or  more). 

The  prospect  for  IT  jobs  appears  to  be  brightening  as 
well,  with  fewer  CIOs  planning  staffing  cuts  than  were 
in  January.  Roughly  one-third  plan  to  increase  IT  sala¬ 
ries  and  head-count  in  the  coming  year,  while  35  percent 
expect  to  increase  IT  training  budgets.  Meanwhile,  fewer 
CIOs  are  planning  decreases  to  full-time,  in-house  staff, 
domestic  and  offshore  outsourcers,  other  contractors  and 
temporary  staff. 


Carolyn  Johnson  is  research  manager  for  CIO.  For  access  to  the 
complete  report  go  to  the  online  version  of  this  story  at 
wi/vi/v.  cio. com/article/50414  7. 
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Prep  for  Hl-B 
Visa  Audits 

The  U.S.  Citizenship  and  Immigra¬ 
tion  Services  (USCIS)  has  begun 
making  "surprise  visits"  to  the  work 
sites  of  companies  sponsoring  H-1B 
and  L-l  visa  holders,  says  Elizabeth 
Espin  Stern,  a  partner  in  the  Wash¬ 
ington,  D.C.,  office  of  law  firm  Baker 
and  McKenzie.  USCIS  assessors 
come  with  a  checklist  of  questions 
designed  to  confirm  the  identity  of 
the  employer  who  petitioned  for 
the  visa,  the  visa  beneficiary  and  to 
verify  both  are  in  compliance  with 
visa  conditions. 

Unlike  the  Department  of  Labor 
(DOL),  which  has  the  statutory  author¬ 


ity  to  investigate  an  employer's  visa 
compliance  but  rarely  conducts  audits 
unless  there  are  complaints,  the 
USCIS  has  no  authority  to  enter  the 
workplace  of  visa  holders,  says  Stern. 
What's  more,  USCIS  has  hired  contract 
workers,  who  complete  a  USCIS  train¬ 
ing  course,  to  conduct  the  site  visits. 
But  many  of  the  contractors  lack 
expertise  about  how  companies  main¬ 
tain  employment  records  or  demon¬ 
strate  employment  terms,  adds  Stern. 

"Employers  are  not  obligated  to 
submit  to  unreasonable  requests 
for  access  to  employees  or  company 
property,"  Stern  says. 

Companies  that  sponsor  foreign 
professionals  should  prep  for  poten¬ 
tial  audits  by  identifying  documents 
they're  willing  to  share  with  inspec¬ 
tors  and  determining  who  will 


provide  them. 

"The  employer  should  maintain 
helpful  information  including  payroll 
records,  any  data  used  to  establish 
the  actual  wage  for  the  position  and 
documents  describing  employee 
benefits,"  says  Allen  Erenbaum,  a 
partner  in  the  Los  Angeles  office  of 
law  firm  Mayer  Brown. 

"If  an  employer  gets  audited,"  says 
Erenbaum,  "it's  too  late  to  begin  to 
get  ready. 

Legislation  aimed  at  tightening 
restrictions  on  nonimmigrant  pro¬ 
fessional  visas  used  to  hire  foreign 
professionals  stateside  is  pending  in 
Congress.  If  passed  it  authorizes  the 
DOL  to  investigate  applications  for 
fraud;  and  conduct  H-1B  compliance 
audits  and  share  information  with 
USCIS.  -Stephanie  Overby 
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NOVEMBER  10TH,  2009  -  8AM  TO  2PM 
W  HOTEL  -  541  LEXINGTON  AVENUE 
NEW  YORK,  NY 


MANY  OPPORTUNITIES. 


The  Brazilian  Association  of  Information  Technology  and  Communication  Companies  (Brasscom), 
supported  by  The  Brazilian  Trade  and  Investment  Promotion  Agency  (Apex-Brasil),  invites  you  to 
join  the  discussion  about  trends  and  opportunities  in  the  IT-BPO  sector.  The  event  will  convene 
business  leaders,  opinion  formers,  investors  and  decision-makers  to  address  how  U.S.  and  Brazil 
have  become  strong  partners  in  this  sector. 

For  more  information  and  registration:  www.brasscom.org.br  or  www.brazilcham.com 


In  association  with: 


BRAZILIAN 
V-  AMERICAN 

CHAMBER  Of  COMMERCE,  INC. 


Organized  By: 
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brasscom  ApexBrasil 

Brazilian  Association  of  Information  Brazilian  tradi  and  invistmint  apsa 

Technology  and  Communication  Companies  promotion  aginct  hSd 
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This  year's  Hall  of  Fame  honorees  shine 
with  purpose  and  passion  to  advance 
the  next  generation  of  IT  leaders 

BY  KIM  S.  NASH 

he  six  accomplished  IT  executives  we  induct  into  the  2009  CIO  Hall  of 
Fame  share  more  than  an  impressive  history  of  business  and  technology 
achievements.  What  especially  stands  out  among  them  is  a  sense  of  mis- 
sion  and  imagination,  coupled  with  a  passion  to  understand  and  apply  IT 
wherever  it  can  shrink  the  distance  between  people  and  companies,  speed 
commerce,  advance  health,  improve  product  safety  or  create  new  ways  to 
learn  and  work  and  live. 

1  Across  the  C-suite,  there  is  no  position  that  demands  as  much  invention 

as  that  of  CIO,  says  Tony  Scott,  CIO  of  Microsoft  and  one  of  our  honorees. 
Scott  is  also  the  former  CIO  of  The  Walt  Disney  Co.  and  former  CTO  of  General  Motors. 

“We  put  all  the  business  sensors  in  place,  connecting  all  the  parts.  We  can  see  where  the 
friction  in  a  company  is.  With  that,”  he  says,  “is  the  responsibility  to  be  part  of  the  solution.” 

This  year’s  CIO  Hall  of  Fame  inductees  join  44  past  recipients  honored  for  work  that  has 
shaped  the  business  technology  landscape,  demonstrating  both  creative  vision  and  practical 
IT  leadership.  This  year,  a  panel  of  15  former  CIO  Hall  of  Fame  honorees  helped  us  judge 
our  nominees,  naming  13  finalists  as  well  (see  chart,  Page  30). 

While  we  recognize  this  year’s  inductees  for  their  many  outstanding  career  successes,  it  is 
also  instructive  to  consider  the  collection  of  experiences— good  and  bad,  happy  and  not— that 
got  them  here.  During  their  careers,  our  honorees  have  capitalized  on  or  created  the  room  to 
build  stronger  companies.  Looking  back,  they  recognize  as  milestones  some  events  that  at  the 
time  seemed  modest  or  even  took  them  by  surprise.  They  have  developed  notions  about  how 
to  do  IT  that  survive  up-and-down  economic  cycles,  management  fads  and  the  latest  product 
hype.  And  now,  with  a  sobering  decline  in  the  number  of  college  graduates  entering  enterprise 
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IT,  this  year’s  Hall  of  Fame  inductees  are  keen  to  share  ideas  for 
enticing  the  next  generation  to  take  the  CIO  journey. 

CIOs  have  “broad  entry  into  the  entire  organization,”  says 
Pat  Skarulis,  CIO  of  Memorial  Sloan-Kettering  Cancer  Center,  a 
$1.6  billion  healthcare  powerhouse  in  New  York  City.  “You  have 
the  opportunity  to  be  innovative  and  work  with  the  most  inno¬ 
vative  thinkers  in  your  organization— the  ones  who  want  to  do 
something  differently.  You’re  always  excited  by  new  technologies 
and  new  processes.  That  sense  of  opportunity  is  always  there.” 

Skarulis,  63,  doesn’t  see  what’s  so  hard  about  rousing  youth 
to  walk  to  the  CIO  path.  For  her,  it’s  about  having  a  mission.  She 
has  served  in  IT  leadership  positions  at  Rush  University,  Duke 
University,  Rutgers  and  Princeton  University,  to  name  a  few. 
With  a  40-year  career  leading  IT  in  academia  and  hospitals, 
she  admits  that  in  such  settings,  “mission”  may  be  a  bit  easier 
to  identify:  educating  people,  helping  patients. 

But  she  believes  corporations,  too,  can  generate  a  sense  of 
mission.  “If  you’re  being  measured  by  Wall  Street  and  your 
stock  is  getting  creamed,  that’s  difficult.  But  if  you  have  a  clear 
goal  and  set  it  for  your  staff,  they  can  go  home  and  celebrate 
how  they’re  helping  achieve  it.” 

Career  Turning  Points 

In  work  as  in  life  (as  if  the  two  were  truly  separate),  you  make 
the  best  possible  decisions  with  the  information  and  skills  you 
have  at  the  time.  You  spend  your  career  adding  to  that  infor¬ 
mation  as  you  go:  degrees  earned,  projects  managed  or  mis¬ 
managed,  uptimes  celebrated,  downturns  weathered.  Those 
experiences  all  inform  your  next  decision,  though  sometimes 
the  path  isn’t  quite  so  linear. 

Bill  Deam,  CIO  of  Quintiles  Transnational,  recounts  how 
disappointments  and  taking  what  may  seem  to  be  counterin¬ 
tuitive  action  moved  his  career  forward.  Deam,  56,  joined  the 
$2.7  billion  medical  research  company  in  2005,  after  holding 
the  CIO  post  and  other  IT  executive  positions  at  The  Nielsen 
Co.,  Safeway  (in  the  United  Kingdom)  and  Mars,  among  oth¬ 


ers.  “I  went  from  very  large  companies,  to  smaller  and  smaller. 
My  resume  is  the  opposite  of  what  you’d  expect  of  someone 
becoming  more  successful  with  each  job  change,”  he  says.  “But 
if  you’ve  got  exciting  ideas,  you  have  to  find  an  organization 
that’s  growing  and  allows  you  to  operate.” 

At  candymaker  Mars,  he  learned  consumer  good  manufac¬ 
turing.  At  Safeway,  retailing.  At  Nielsen,  profiting  from  aggre¬ 
gating  massive  amounts  of  data.  At  Quintiles,  it’s  all  come 
together,  Deam  says.  The  company  has  launched  a  program  to 
run  the  technology  platforms  for  pharmaceutical  companies 
that  already  outsource  their  clinical  trials  to  Quintiles.  The  new 
business  project  draws  on  Deam’s  experience  in  all  the  indus¬ 
tries  where  he’s  served  in  IT. 

But  Deam’s  career  wasn’t  without  upset.  After  eight  years  at 
Mars,  he  was  looking  for  a  challenge  and  agreed  to  set  up  a  new 
IT  group  across  continental  Europe.  The  1983  move  meant  he’d 
be  gone  from  headquarters,  traveling  for  18  months,  but  he’d 
gain  entrepreneurial  experience.  When  he  got  back,  however, 
he  learned  that  a  colleague  who’d  stuck  around  got  the  job  Deam 
wanted  and  thought  he’d  win:  head  of  all  business  systems.  “It’s 
one  thing  taking  a  risk  but  not  everybody  is  impressed  by  that,” 
he  says  ruefully.  “I  learned  that  lesson.” 

So  when  a  headhunter  soon  after  called  him  about  an  oppor¬ 
tunity  in  retail— deputy  CIO  at  Safeway— Deam  was  ready  to 
listen.  “I  was  32  years  old,  so  this  was  a  big  step  up  for  me,”  he 
says.  “It  worked  out  better  in  the  long  run  as  I  would  have  ended 
up  unhappy  as  a  classic  Mars  lifer.” 

Sometimes,  it  is  only  with  time  and  distance  that  one  can 
see  the  pivotal  moments  in  a  career. 

That’s  how  it  happened  for  David  Johns,  CIO  of  Owens-Com¬ 
ing,  who  became  one  of  the  first  CIOs  in  the  early  1990s  to  roll  out 
SAP’s  enterprise  resource  planning  system  globally.  He  also  was 
an  early  outsourcer  of  commodity  IT  services,  such  as  the  help 
desk.  These  gutsy  moves  were  part  of  Owens-Coming’s  drive  to 
make  its  manufacturing  processes,  top  to  bottom,  more  efficient. 

“ERP  was  new  and  we  made  lots  of  mistakes,”  says  Johns,  50, 
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"Take  liberties." 

-Asif  Ahmad,  CIO,  Duke  University  Health  System  and  Medical  Center 


who  has  been  at  the  $5.8  billion  company  since  2001.  “Anytime 
you’re  the  first,  you’re  a  little  on  edge  about  whether  it’s  the 
right  thing  to  do  and  whether  we  really  know  what  the  heck 
we’re  doing.” 

Evidently,  he  did.  Johns’  CIO  role  soon  expanded  to  lead 
supply  chain  and  now  he  leads  shared  services  worldwide. 

A  professional  milestone  can  sneak  up  on  you,  too. 

For  Tony  Scott,  47,  it  was  the  steps  he  took  to  respond  to  a 
surprise  competitive  pressure.  While  he  was  CTO  at  General 
Motors  in  2001,  Ford  publicized  its  offer  to  buy  employees’  PCs. 
Envious  GM  workers  agitated  for  their  company  to  provide 
a  similar  benefit.  Scott  surveyed  a  sampling  of  salaried  and 
unionized  employees  and  figured  out  that  what  they  really 
wanted  was  to  get  online  with  the  machines  they  already  had. 
So  he  negotiated  a  deal  with  America  Online  for  Internet  ser¬ 
vice  at  a  cut-rate  price  of  $5  per  month  for  the  employee. 

Ford’s  move  had  put  GM  in  the  hot-seat  in  a  very  public  way, 
he  recalls,  and  upped  his  own  visibility.  “I  went  from  being  a 
little-known  report  to  the  CIO  to  dealing  directly  with  all  the 
senior  executives  in  the  company,  and  dealing  with  the  press  and 
the  United  Auto  Workers  union,  a  key  stakeholder  for  us.” 

Because  the  situation  was  reported  in  the  news,  Scott,  47, 
began  to  get  calls  from  CIOs  at  other  companies,  wanting  to 
know  how  he  worked  with  AOL— particularly  how  he  was 
dealing  with  the  privacy  and  data  protection  issues  that  arose 
from  giving  employees  Internet  access  at  home.  “It  created  an 
opportunity  for  me  to  meet  a  lot  of  industry  luminaries,”  he 
recalls.  And  now  he  is  one. 

More  than  Technology 

IT  leadership  means  knowing  your  company’s  business  as  well 
as  technology;  knowing  how  to  manage,  motivate  and  create  con¬ 
ditions  for  yourself  and  others  to  come  up  with  new  ideas.  For 
Coca-Cola  SVP  and  CIO  Jean-Michel  Ares,  who  recently  decided 
to  leave  Coca-Cola  for  personal  reasons  but  plans  to  remain  until 
a  successor  is  named,  that  translates  into  a  lot  of  talking. 

The  engineer  in  Ares  prompts  him  to  break  down  IT  and 
business  strategies.  He  says  he  enjoys  “disaggregating”  a  large, 


complex  operation  into  its  components  to  discover  which  parts 
matter  most  and  where  business  processes  and  IT  can  create  the 
most  value.  He  and  other  senior  executives  at  Coke  agree  that  the 
company’s  200  bottlers— some  company-owned,  others  fran¬ 
chised— are  key  to  outrunning  competitors  such  as  Pepsi.  Getting 
product  efficiently  made  and  moved,  at  the  lowest  cost,  is  vital. 

With  that  in  mind.  Ares,  in  2007,  began  working  with  bot¬ 
tling  executives  on  a  comprehensive  business  process  and 
standardized  IT  platform.  Last  year,  he  deployed  the  “Coke  One” 
model  to  boost  speed  to  market,  share  best  practices  more  effec¬ 
tively  and  drive  top-line  growth. 

“At  this  point,  we  have  a  separate  ‘instance’  of  SAP  for  each 
major  bottling  operation  that  leverages  a  common  SAP  tem¬ 
plate,”  says  Ares,  46,  who  is  in  his  eighth  year  at  the  $32  billion 
company.  He  was  previously  CIO  of  GE  Energy,  a  subsidiary  of 
General  Electric.  Before  that,  he  consulted  for  telecommunica¬ 
tions  and  banking  clients  at  McKinsey  &  Co. 

The  sense  of  mission  for  Ares  relates  to  defying  odds.  Con¬ 
sumer  technology  is  so  advanced  and  prevalent,  and  the  pres¬ 
sures  inside  a  corporation  so  heavy,  that  the  expectation  for  IT, 
Ares  says,  is  “to  be  flawless.”  The  job  of  CIO  often  boils  down 
to  measuring  and  mitigating  risk,  he  adds. 

Microsoft’s  Scott  agrees,  saying  that  notion  was  burned  into 
his  brain  as  soon  as  he  became  CIO  of  Disney  in  2005.  A  series 
of  major  power  outages  (compounded  by  some  latent  problems 
caused  by  an  earlier  lightning  strike)  uncovered  serious  issues 
with  backup  capabilities. 

“It  was  a  series  of  very  unlikely  incidents  but  it  gave  me  and 
other  leaders  religion  around  risk  management,”  he  recalls. 

Disney’s  “infrastructure  had  been  neglected  for  years  before  I 
got  there,”  he  says.  He  then  had  to  have  “a  difficult  conversation” 
with  top  executives  about  just  what  their  IT  priorities  were,  he 
says.  “Senior  executives  really  began  to  understand  role  of  IT 
risk  in  our  business  in  a  way  I  could  never  have  scripted.” 

With  the  Coke  One  project,  Ares  notes,  “it  was  clear  from 
business  executives  that  it’s  a  risk  we’re  taking  together.  It’s 
not  just  an  IT  issue.” 

“The  biggest  career  move  for  me  was  to  start  thinking  not 
about  technology  but  about  outcomes,” 
says  Asif  Ahmad,  CIO  with  Duke  Uni¬ 
versity  Health  System  and  Medical  Cen¬ 
ter.  Ahmad,  42,  is  also  vice  president  of 
diagnostic  services  at  the  $1.9  billion 
health  care  organization,  overseeing 
operations  and  strategy  for  radiology  and 
clinical  labs. 

Ahmad’s  educational  background  has 
influenced  how  he  approaches  IT.  He  has 
earned  a  bachelors  degree  in  electrical 
engineering  with  majors  in  telecom¬ 
munications  and  electronics,  a  masters 
in  biomedical  engineering  and  an  MBA. 
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No  computer  science,  however. 

From  that  perch,  a  project  isn’t  about 
installing  software  by  a  certain  date  but 
about  analyzing  what  must  happen  to 
change  a  process  to  produce  a  desired 
result,  he  says.  The  best  way  to  think 
of  technology,  he  says,  is  to  understand 
how  information  gets  into  a  particular 
piece  of  software  and  how  it  gets  out. 

“Improvements  become  obvious.” 

Skarulis  at  Sloan-Kettering  says  a  CIO’s  job  is  never  done,  in 
part  because  business  problems  and  technologies  are  so  con¬ 
stantly  in  motion.  That  opens  a  door  to  addressing  the  situation 
again,  only  better.  Several  years  ago,  the  hospital  put  25  years’ 
worth  of  aggregated  clinical  patient  data  in  a  database.  Research¬ 
ers  would  ask  IT  for  reports  generated  via  complex  queries  and 
could  often  wait  two-and-a-half  weeks  to  receive  them. 

Now,  data  searching  has  improved  so  much  that  Skarulis  and 
her  team  gave  researchers  new  tools  so  they  themselves  could 
conduct  much  more  refined  queries  and  produce  more  complex 
reports,  instantly.  “We  took  a  resource  we  had  and  applied  new 
technology  to  it  and  completely  changed  the  results.”  She  is 
proud  of  using  IT  to  improve  research  that  helps  save  lives. 
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Igniting  Passion 

As  philosophical  as  they  are  about  how  they  achieved  so  much 
in  their  careers,  our  Hall  of  Fame  honorees  seem  unconcerned 
about  leaving  a  personal  legacy.  Rather,  they  hope  to  leave 
behind  them  a  crop  of  well-trained,  well-informed,  passionate 
technology  leaders  who  can  further  the  CIO  profession. 

Deam  for  example,  is  taking  star  performers  from  Quintiles’ 
clinical  development  areas  and  handing  them  a  strategic  project 
to  lead  for  two  years.  They’re  fast-tracked  into  a  much  bigger 
role  in  the  company  at  the  end.  The  idea  is  to  show  up-and- 
comers  that  IT  experience  enhances  your  career. 

“I  want  those  people  to  go  back  to  the  business  side  and 
people  will  say,  ‘Hmm,  I  should  do  an  IT  gig.”  The  first  person 
through  the  program  now  manages  Quintiles’  project  manage¬ 
ment  organization  in  the  Asia  Pacific  region  covering  all  clinical 
trials  for  that  region.  A  second  person  began  her  stint  in  March. 
“She’ll  leap  two  stages  in  her  career  after  this,”  he  predicts. 

Deam  hopes  to  uncover  CIO  aspirants.  But  even  if  his  stars 
don’t  pursue  IT  itself,  he  says,  they  are  future  managers  who 
will  have  some  comfort  with  technology  and  the  application  of 
it.  “It’s  a  long-term  plan.” 

To  help  those  around  him,  even  his  potential  replacements, 
reach  the  next  level,  Ahmad  from  Duke  University  advises: 
“Take  liberties.”  He  always  has.  He  would  present  a  tech  project 
to  senior  managers,  he  recalls  of  his  early  years,  always  making 
sure  to  explain  how  it  related  to  a  larger  business  context.  He 
tells  young  and  middle  managers  to  be  accountable  for  their 
work  but  also  for  improving  the  company.  Taking  ownership 
of  projects  beyond  your  job  description  can  advance  a  budding 
career,  he  says.  Bosses  see  that. 

“They  say,  ‘He’s  willing  to  take  risks,  to  work  with  others 
in  areas  where  people  may  not  be  comfortable  with  him,”’ 
Ahmad  notes. 
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Johns  at  Owens-Corning  says  he  and  CIO  friends  frequently 
discuss  where  they  think  the  CIO  profession  is  heading.  IT  has 
been  on  the  forefront  of  shared  services  and  he  thinks  the  CIO  role 
could  expand  to  oversee  all  sorts  of  shared  services  at  global  com¬ 
panies,  not  just  those  related  to  technology.  The  best  future  CIOs 
will  be  smart,  critical  thinkers.  “As  global  competition  increases, 
as  the  focus  on  cost  increases,  as  opportunities  for  technology  to 
make  a  difference  for  a  business  increase,”  he  says.  “CIOs  [will] 
expand  their  role.  That’s  a  very  exciting  career  path.” 

After  his  28  years  in  IT,  Johns  has  honed  his  hiring  criteria 
to  three:  People  who  get  work  done,  know  how  to  think  and  can 
communicate.  “The  tech  side?  We’ll  teach  you  that.”  PlT»l 


Contact  Senior  Editor  Kim  S.  Nash  at  knash@cio.com.  Follow  her  on 
Twitter:  ww\A/.twitter.com/knash99. 
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Introducing  the  world's  first  ITSM-as-a-Service  solution. 

CompuCom's  Integrated  Infrastructure  Management  v3  is  here. 


0 

Innovate  Better 

CompuCom's  new  IIMv3™  solution  produces  game-changing  results  with  surgical  precision. 
Early  clients  have  experienced  cost  reductions  as  high  as  40  percent  in  some  categories.  Better  yet, 
they've  done  so  while  improving  the  value  of  IT  to  their  businesses.  Think  it's  too  good  to  be  true? 
Go  to  compucom.com  to  see  how  IIMv3  can  help  you  spend  less,  align  more  and  innovate  better. 
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Reinvent  Your  Infrastructure 


peer  advice  from  the  cio  executive  council 


SOUNDING  BOARD 

Couple's  Counseling 

To  set  rocky  vendor  relationships  right  CIOs  educate, 
tap  their  peers  and  sometimes  threaten  to  leave 


CHRIS  KOHL.  VERTEX 

REEDUCATE  THE  VENDOR 

We  were  working  with  a  reseller  that  was  missing  the  “value  add”  in  the  “value-added 
reseller”  label.  They  focused  the  relationship  on  delivery  of  products  when  we  needed 
the  relationship  to  be  a  strategic  one.  I  told  them  that  the  first  step  to  right  this  relation¬ 
ship  was  that  I  needed  to  see  their  representatives  more  than  just  once  in  a  great  while. 
Beyond  that,  I  needed  to  know  that  they  understood  our  needs  and  would  seek  to  add 
value  on  a  continual  basis. 

The  vendor  responded  very  well,  flying  people  out  to  make  a  personal  connection. 
We  now  hold  a  regular  meeting  every  six  months  to  discuss  our  objectives.  Vendors 
want  to  sell  things;  you  want  what  you  have  to  work  as  long  as  possible.  An  open,  two- 
way  forum  is  established  with  agendas  that  are  agreed  to  ahead  of  time,  allowing  ►  ►  ► 

The  CIO  Executive  Council  is  a  global  peer  advisory  service  and  professional  association 
of  more  than  500  CIOs,  founded  by  CIO' s  publisher.  To  learn  more,  visit  council.cio.com. 


Chris  Kohl,  VP 

and  CIO,  Vertex 


Susan  Faulkner, 

Director  of  IS 
and  Technology, 
Bluewave  Energy 


Phil  Armstrong, 

Executive  VP  and 
CIO,  Symcor 


NOVEMBER  1,  2009  www.cio.com 


ILLUSTRATION  BY  DAVID  PLUNKERT/THEISPOT 


p 

P' 

P 

o 

o 

o 

o 


a  chance  to  think,  instead  of  just  react.  We’ve  maintained  our 
account  rep  despite  several  territory  changes.  I  have  proof  in 
our  daily  interaction  that  the  vendor  is  now  a  full  partner. 
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SUSAN  FAULKNER,  BLUEWAVE  ENERGY 
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THREATEN  TO  WALK 
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For  years  we  used  a  specialized  application  for  petroleum  dis¬ 
tribution  from  a  small  software  company.  It  was  a  good  product, 
but  eventually  it  became  clear  that  the  vendor’s  lack  of  rigorous 
change  control  was  creating  problems  with  upgrades.  A  major 
upgrade  was  so  bug- ridden  that  it  caused  significant  troubles  in 
our  own  processes.  We  worked  with  this  vendor  for  a  year  and 
couldn’t  come  up  with  an  adequate  solution,  so  we  decided  to 
issue  an  RFP  and  began  to  talk  with  competitors. 

As  the  RFP  process  progressed,  we  saw  some  good  alterna¬ 
tives  and  were  prepared  to  move  on.  Although  we  invited  our 
original  vendor  to  participate,  we  felt  it  was  highly  unlikely 
that  we  would  be  keeping  them.  However,  they  came  back  to  us 
with  significant  improvements  to  their  quality  assurance  and 
release  management  processes.  Seeing  that,  we  decided  to  put 
in  a  newer  version  of  their  software  and  suspend  negotiations 
with  the  other  vendors. 

It  was  a  complete  turnaround  that  I  really  think  would  not 
have  happened  if  we  hadn’t  been  ready  to  leave  them  behind. 
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PHIL  ARMSTRONG,  SYMCOR 
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COZY  UP  VIA  THE  CIO 


o 


Shortly  after  starting  at  Symcor,  I  discovered  that  the  rela¬ 
tionship  with  one  of  our  most  important  vendors  was  in  a 
terrible  state.  The  local  sales  rep  for  some  reason  had  come 
to  believe  that  we  were  going  to  be  displacing  them  and  had 
stopped  returning  our  calls.  This  couldn’t  have  been  further 
from  the  truth— in  fact,  we  saw  this  platform  as  a  big  engine 
to  fuel  growth. 

I  reached  out  to  the  vendor’s  CIO,  saying,  “I’m  new,  why 
don’t  you  come  and  meet  with  us  and  get  to  know  us  and  our 
needs.”  This  opened  up  a  line  of  communication  for  me  to 
share  our  frustrations  and  for  the  vendor  to  share  theirs.  My 
relationship  with  the  CIO  has  yielded  core  changes  in  the  way 
the  relationship  is  managed,  including  a  task  force  that  meets 
weekly  instead  of  monthly  to  talk  about  the  process  of  install¬ 
ing  new,  enhanced  software.  We  renegotiated  the  contract  to 
tie  payments  to  dates  and  deliverables,  which  does  a  better  job 
of  acknowledging  our  growth  plan  and  meeting  our  needs  for 
expansion.  On  the  other  side,  we’ve  also  agreed  to  be  absolutely 
transparent  with  the  vendor  about  our  needs  and  goals,  includ¬ 
ing  sharing  testing  criteria  for  the  new  software. 

There  had  been  a  lot  of  mistrust  on  both  sides,  meaning  we 
were  missing  out  on  an  opportunity  to  better  use  their  product 
and  they  were  missing  out  on  a  bigger  sale.  So,  via  my  counter¬ 
part  CIO,  we  brought  them  inside  the  tent,  and  it  paid  off. 


o 

o 

o 

o 

o 

o 

o 

o 

o 

o 

o 

o 

o 

o 

o 

o 

o 

o 

o 

o 

o 

o 

o 

o 

o 

o 

o 

o 

o 

o 


down 


Virtual  Desktop  Cost- 
Benefit  Analysis 


Who:  Michael  Jacobs,  U.S.  Infra¬ 
structure  Manager,  Catlin  Group 

What:  Virtualized  versus  tradi¬ 
tional  client  desktop  cost-benefit 
breakdown 

Why:  Seeking  ease  of  initial  setup 
and  long-term  management,  the  IT 
staff  at  Catlin  knew  they  wanted  to  move 
to  virtualized  desktops  for  their  locations,  which  are 
mostly  small  offices  scattered  around  the  U.S.  The 
company  has  opened  five  new  offices  recently  and  is 
planning  more,  Jacobs  says.  New  full  client  desktop 
infrastructure  requires  not  only  paying  for  the  systems 
for  each  person  but  also  the  servers  to  support  them. 
And  the  facilities  cost  to  maintain  a  server  room  for 
each  location-primarily  the  expense  of  installing  and 
continually  paying  for  air  conditioning-quickly  adds 
up  with  so  many  small  locations.  However,  users  and 
executives  became  concerned  about  moving  to  an 
unfamiliar  infrastructure. 

How:  The  analysis  measures  the  cost  of  everything 
from  the  machines  and  licenses  to  the  infrastructure. 
No  one  knew  what  numbers  to  expect,  Jacobs  says, 
but  once  they  had  figures  in  front  of  them-more  than 
$57,000  to  set  up  one  traditional  user  location  versus 
just  over  $6,000  for  one  virtual  user-"our  CFO  said, 
'Well,  that  answers  those  objections."'  They  are  now 
exploring  the  cost-benefit  of  moving  to  virtual  desk¬ 
tops  in  existing  locations. 


To  download  the  tool,  go  to  the 
connect  box  at  council.cio.com. 
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Achieving  Business  Objectives 
in  the  Google  Apps  Cloud 

Live  CIO  Council  Teleconference 

December  3, 1:00  p.m.-2  p.m.  U.S./Eastern 

CIO  PANELIST 

Brent  Hoag,  director  of  Global 
IT  at  JohnsonDiverse,  will  discuss 
how  the  company's  adoption  of 
Google  Apps  has  helped  meet 
corporate  goals  of  sustainability, 
simplification,  increased 
employee  productivity  and 
global  collaboration. 


To  register 
go  to  the 

connect 

box  at 

council. 

cio.com. 


35 


www.cio.com  NOVEMBER  1,  2009 


] 

Mentor 

Coaching 

Millennials 

H.B.  Fuller  CIO  Steve  John 
provides  pointers  by 
which  Gen  Yean 
plot  their  careers 


How  can  we  help  the  next  generation  succeed  in  IT  careers? 


With  my  Millennials, 
the  idea  I  had  was  to 
teach  them  basic  busi¬ 
ness  principles  to  help 
manage  expectations 
and  create  a  context 
for  communication.  As 
soon  as  people  learn 
those  principles,  they 
can  appropriately  gov¬ 
ern  their  own  careers. 

First,  they  must 
understand  there  is  no 
entitlement.  You  have 
to  earn  your  way.  Even 
CIOs  who  feel  entitled 
by  virtue  of  their  title 
must  realize  that  we 
don't  automatically  get 
a  seat  at  the  executive 
table,  We  have  to  win 
those  seats, 

How?  That's  where 
the  first  principles 
come  into  play:  trust 
and  business  knowl¬ 
edge.  No  one  has  both 
of  those  coming  in 
the  door.  Millennials 


need  to  build  trust 
and  acquire  business 
knowledge. 

The  next  prin¬ 
ciples  are  foresight 
and  ambition.  Most 
people,  including  Mil¬ 
lennials,  have  these 
on  behalf  of  their  own 
careers.  There's  abso¬ 
lutely  nothing  wrong 
with  being  internally 
focused,  but  in  order 
to  be  successful,  you 
also  need  foresight  and 
ambition  on  behalf  of 
theorganization-the 
drive  to  help  your  com¬ 
pany  succeed. 

Apply  Strengths 

I  tell  Millennials  that  as 
long  as  you  pay  atten¬ 
tion  to  these  basic 
principles,  you  don't 
have  to  use  them  in 
the  same  way  as  ear¬ 
lier  generations.  You 
should  apply  your  own 


background  and  skills, 
and  leverage  your  par¬ 
ticular  strengths. 

H.B.  Fuller  is  a 
global  company,  and 
we've  struggled  with 
collaborating  at  that 
level.  Millennials  bring 
experience  collaborat¬ 
ing  and  communicating 
on  a  global  basis  every 
day.  When  they  want 
to  apply  foresight  and 
ambition  on  behalf  of 
the  organization,  they 
can  help  us  collaborate 
better,  And  from  those 
efforts,  they  can  gain 
business  knowledge 
and  build  trust. 

Don't  Force  It 

What  doesn't  work  and 
usually  creates  career 
frustration  is  forcing 
Millennials  into  a  rigid 
work  model,  The  basic 
org-chart  creates  silos, 
and  social  context  dic¬ 


tates  that  only  the  per¬ 
son  at  the  top  is  allowed 
to  talk  across  silos. 

Millennials  don't 
view  the  world  as 
silos;  they  view  it  as  a 
horizontal,  connected 
network.  If  we  punish 
them  for  not  working 
through  what  we  view 
as  proper  channels, 
conflicts  arise. 

By  leveraging  this 
generation's  strengths 
in  the  context  of  those 
basic  principles,  we 
can  connect  them  to 
the  corporate  environ¬ 
ment  in  a  way  that 
encourages  them  to 
participate  in  growing 
the  business  ondtheir 
careers. 


Steven  John  is  CIO  of  H.B. 
Fuller,  a  chemicals  com¬ 
pany,  and  a  mentor  in  the 
CIO  Executive  Council's 
Pathways  program. 
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Keeping  IT  Up 

How  a  rendezvous  with  your  tech  skills  can  maintain 
yourCIOmojo  by  kristin  burnham 

As  you  assumed  the  role  of  CIO,  your  workdays  became  more  business-focused.  You’ve  probably 
spent  more  time  in  meetings  with  business  execs  talking  budgets  and  strategy  than  with  technolo¬ 
gists  talking  Ruby  on  Rails.  As  a  result,  your  core  tech  skills— the  ones  you  cultivated  and  mastered 
early  in  your  career— are  getting  rusty.  Revisiting  those  skills  is  exceedingly  important,  though, 
and  can  help  you  build  stronger  relationships  within  your  department. 

“In  the  last  20  years  or  so,  we’ve  been  putting  a  great  emphasis  on  business  knowledge,”  says 
Susan  Cramm,  founder  and  president  of  Valuedance,  an  executive  coaching  firm.  “What  we’re  see¬ 
ing  now  is  a  pendulum  effect.  We’re  hearing  more  about  not  having  enough  technical  IT  leaders.” 
But  finding  time  to  brush  up  on  these  skills  can  be  challenging,  Cramm  notes.  The  key  is  to  make  it 
part  of  your  day,  not  another  task  on  your  to-do  list.  ►  ► 
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Phil  Alberta,  VP  of  IT  at  a  luxury  retailer,  says  that  keep¬ 
ing  your  tech  skills  fresh  helps  maintain  credibility  within 
your  department.  “You  need  to  show  your  staff  that  you  have 
a  passion  for  what  they  have  a  passion  for,”  he  says.  “If  you’re 
mostly  into  the  financials  of  running  IT,  you’re  not  breeding 
this  culture  of  innovation.” 

Alberta  says  that  utilizing  the  people  around  him  has  been 
the  most  effective  way  of  keeping  his  tech  skills  polished.  He 
occasionally  drops  into  his  staff’s  meetings  in  order  to  maintain 
a  general  knowledge  of  the  projects  they’re  working  on  and  the 
technologies  they’re  using.  Or  sometimes  he’ll  visit  their  cubicles 
or  sit  at  the  same  lunch  table  and  ask  questions.  There  are  plenty 
of  valuable  resources  that  you  can  learn  from  just  within  your 
organization,  he  says. 

“If  you  don’t  have  that  relationship  [with  staff]  to  freely  ask 
questions  about  technology,  you  could  be  missing  opportuni¬ 
ties  to  do  great  things  within  the 
business,  such  as  an  integration 
opportunity.  There’s  such  a  pay¬ 
back  for  this;  I  can’t  imagine  not 
putting  in  the  time.” 

Cramm  advises  occasionally 
polling  your  staff  and  requesting 
360-degree  feedback.  ‘Ask  them 
about  what  should  be  in  your 
curriculum— what  technologies 
they’re  evaluating,  technologies 
they’re  using  in  current  projects, 
what  their  architecture  looks 
like,”  she  recommends.  “Pick  a 
project  that’s  in  the  works  and  ask  the  technologists  to  show 
you  what  it  takes  to  integrate  customer  data  into  your  business, 
for  example.” 

Peter  Kretzman,  former  CTO  at  Classmates.com,  finds 
time  outside  of  work— between  five  and  10  hours  a  month,  he 
estimates— to  tinker  with  and  brush  up  on  his  tech  skills  by 
administering  his  home  network,  trying  out  a  new  device  or 
configuration  and  brushing  up  on  a  programming  language 
or  a  Web  services  technology  when  he  has  time. 

He  equates  managing  technical  staff  with  being  an  athletic 
coach  or  manager:  “You  need  to  have  enough  knowledge  about 
the  game,  but  you  can’t  go  out  and  bat  or  pitch  or  field,”  he  says. 
And  drawing  that  fine  line  is  important.  “You  don’t  want  to  under¬ 
mine  your  staff  by  looking  over  their  shoulders  and  micromanag¬ 
ing,”  he  says.  “People  want  a  management  leader  who  can  relate  to 
his  peers,  but  you  still  need  to  be  a  CIO  who’s  focused  on  process 
improvement  and  strategy— one  who  doesn’t  do  the  work  them¬ 
selves,  but  makes  sure  that  the  work  is  getting  done  on  time  and 
up  to  standards.” 


If  you're  only 
focused  on 
the  financials 
of  running 
IT,  you're  not 
breeding  a 
culture  of 
innovation. 


Reach  Associate  Editor  Kristin  Burnham  at  kburnham@cio.com. 
Follow  her  on  Twitter:  www.twitter.com/kmburnham. 


Help! 

How  do  I  avoid  getting 
totally  burned  out? 

DAVID  COTTRELL,  President  and  CEO  of  Cornerstone 
Leadership  Institute,  is  an  internationally  known 
management  consultant  and  author  of  Monday 
Morning  Mentoring,  Monday  Morning  Choices  and 
A-,  Monday  Morning  Motivation 


L  Always  understand  that  burnout  is  created  by 
stress-a  constant  flow  of  stress,  in  some  cases.  If  this 
is  happening  to  you,  it  can  be  devastating  to  your  job 
performance  but,  more  importantly,  it  can  destroy 
your  physical  health  at  the  same  time. 

Your  first  action  should  be  to  evaluate  the  facts  of 
the  situation:  Is  this  problem  a  long-term  challenge 
or  merely  a  short-term  inconvenience? 

Next  step:  Talk  to  someone  about  it.  Holding  the 
stress  inside  creates  more  stress.  Sharing  your  situ¬ 
ation  with  someone  you  trust-a  peer,  spouse  or 
spiritual  advisor  even-will  help  you  discoverthat 
something  can  be  done  to  change  the  landscape. 

Third  step,  if  you  are  in  a  rut,  start  digging  yourself 
out.  Read  something  positive,  get  rest  and  don't  take 
yourself  so  seriously. 

L 1  Sometimes  you  need  to  take  another  look  at 
your  personal  goals.  If  the  burnout  is  prolonged,  you 
may  find  now  is  the  perfect  time  to  move  in  a  different 
direction.  Before  you  do,  though,  take  the  time  to  thor¬ 
oughly  understand  why  you  are  burned  out  and  make 
sure  the  same  will  not  happen  at  your  next  opportunity. 
The  grass  is  not  always  greener  elsewhere.  It  may  be 
you  need  to  water  the  grass  where  you  are. 

L  Never  over-react.  When  you  are  in  burnout 
mode,  everything  is  exaggerated.  So,  it's  probably 
not  the  right  time  to  just  "take  this  job  and  shove 
it."  In  times  of  stress  and/or  ambiguity  never  make 
long-term,  life-changing  decisions.  However  this  is 
also  not  the  time  to  just  sit  there  and  hope  things 
improve.  Never,  in  the  history  of  mankind,  has  any 
situation  improved  on  it's  own  while  you  sit  there, 
doing  nothing. 


David  Cottrell  has  more  than  25  years  of  business 
experience  including  senior  management  positions 
with  FedEx  and  Xerox. 
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thrive 


It's  All  About  Who  You  Know 

Six  tips  for  building  the  relationships  that  matter  by  martha  heller 


When  my  editor  called  to  ask  why  my 
column  was  late,  I  said,  “Column?  What 
column?”  With  limited  time  to  produce 
a  draft,  I  rushed  to  my  CIO  network  in 
search  of  help.  Within  48  hours,  I  was 
the  grateful  recipient  of  a  wealth  of  information  from  success¬ 
ful  CIOs  about  their  approach  to  relationship  building. 

1.  Build  a  strong  professional  network.  “When  it 
comes  to  professional  organizations,  don’t  just  show  up 
for  social  events,”  advises  Jo  Hoppe,  CIO  of  Parexel  Inter¬ 
national  and  president  of  the  Boston  Chapter  of  the  Soci¬ 
ety  for  Information  Management.  “Make  a 
genuine  contribution  and  the  rest  will 
follow.  Before  long,  you’ll  be  asked  to  speak 
at  conferences,  serve  on  boards  and  build 
more  expansive  networks.” 

2.  Meet  the  investor  community.  “If 
you  are  adopting  a  new  technology,  reach 
out  to  investment  firms  that  are  funding  it 
and  ask  how  to  get  involved  with  their  port¬ 
folio  companies,”  suggests  Rahul  Merchant,  Partner  at 
Exigen  Capital  and  former  CIO  of  Fannie  Mae  and  Merrill 
Lynch.  “They  will  appreciate  your  market  perspective  and 
may  invite  you  to  join  an  advisory  board.  You’ll  gain  an 
increased  appreciation  for  the  business  of  IT  and  a  valuable 
new  professional  network.” 

3.  Volunteer  externally.  “Nonprofits  need  your  help,” 
says  Jennifer  Scanlon,  CIO  of  USG.  “Seek  out  one  that  fits 
your  personal  or  professional  passion  and  determine  how  it 
can  benefit  from  your  skills.”  Sheleen  Quish,  CIO  of  Ameri- 
star  Casinos,  agrees.  “Early  in  my  career,  I  was  doing  a  lot  of 
community  work  on  behalf  of  my  company,  like  running  city 
walks  for  the  American  Heart  Association  and  serving  on 
multiple  nonprofit  boards,”  she  says.  “When  I  became  a  CIO, 
I  was  able  to  bring  some  of  the  communications  experience  I 


developed  through  those  outreach  roles  to  work  effectively 
across  the  business.” 

4.  Volunteer  internally.  “Identify  internal  projects 
that  could  use  your  talents,  work  with  your  management 
team  to  get  involved  and  demonstrate  your  value  beyond 
your  traditional  role,”  says  Scanlon  (who  raised  her  hand 
for  corporate  strategic  planning,  a  function  she  now  runs). 
Linda  Jojo,  CIO  of  Energy  Future  Holdings,  calls  it  “getting 
out  of  the  pile.”  “Volunteering  for  special  projects  may  give 
you  the  internal  visibility  to  have  a  shot  at  new  roles.” 

5.  Find  a  mentor.  “Early  on  in  my  career  when  I  was  at 
Procter  &  Gamble,  I  had  a  mentor  in  the  IT 
group  and  one  in  R&D,”  says  Manjit  Singh, 
CIO  of  Chiquita  Brands.  “Working  with  these 
executives  gave  me  a  valuable  perspective  on 
what  I  was  trying  to  do  in  IT.”  Regardless  of 
how  senior  you  are  now,  there  is  always  some¬ 
one  who  knows  more  than  you  do.  Your  job  is 
to  find  them  and  learn  from  them. 

6.  Prioritize  your  team  relationships. 
Rather  than  have  tight  relationships  with  everyone,  pick 
the  A  players  and  focus  on  them.  “Years  ago,  when  I  was 
leading  my  first  transformation  project,  a  consultant  told 
me  ‘carry  the  wounded  and  leave  the  stragglers  behind,’ 
says  Sue  Kozik,  former  CIO  of  TIAA-CREF  and  Lucent 
Technologies,  and  now  Smart  Grid  transformation  and 
integration  leader  at  OGE  Energy.  “Invest  your  time  in  the 
people  who  are  embracing  change  but  not  those  who  haven’t 
bought  in.  Those  you  helped  will  ‘own’  the  change  and  never 
forget  your  leadership.” 


Martha  Heller  is  managing  director  of  the  IT  Leadership  Practice 
at  ZRG  Partners,  an  executive  recruiting  firm.  You  can  reach  her 
at  mheller@zrgpartner5.com  or  read  her  columns  at 
www.cio.com/author/41283. 


Regardless  of 
how  senior  you 
are,  there's 
someone  that 
knows  more 
than  you  do. 


Quick  Fix  «  ■  w  Using  SIH  Cards  to  Save  $$:  Next  time  you're  abroad,  buy  a  subscriber  identity 
|V  module  card  in  the  country  you're  visiting  and  pop  it  into  an  unlocked  GSM  phone.  Buying  a  prepaid,  local 
SIM  card  helps  you  avoid  expensive  international  roaming  fees  to  your  U.S.  wireless  carrier.  You  can  pick  up 
one  with  local  and  U.S,  phone  numbers  before  you  go,  through  vendors  such  as  Telestial  and  One  Sim  Card. 
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60%  OF  PRODUCTION  VIRTUAL  MACHINES 

ARE  LESS  SECURE  THAN  THEIR  PHYSICAL  COUNTERPARTS! 


THINK  CONVENTIONAL  SECURITY  CAN  PROTECT  YOUR  VIRTUAL  ENVIRONMENT? 


THINK  AGAIN 


Enterprises  around  the  world  are  relying  on  virtualization  to  increase  data  center  efficiency  and,  unknowingly, 
leaving  themselves  more  vulnerable.  That's  because  conventional  security  isn't  able  to  protect  virtual  machines 
or  see  the  traffic  between  them  -  leaving  data  and  networks  exposed.  Which  is  why,  according  to  Gartner  Group, 
in  2009  sixty  percent  of  virtual  machines  are  less  secure  than  their  physical  counterparts.  But  with  Trend  Micro" 
Enterprise  Security,  powered  by  the  Trend  Micro™  Smart  Protection  Network™  infrastructure,  you  can  mitigate 
the  risk  and  maximize  the  benefits  of  virtualization.  It's  a  different  kind  of  security  that  protects  your  physical 
and  virtualized  environments  and  helps  set  the  foundation  for  your  company  to  move  confidently  into  the  cloud. 


TREND 

MICRO 


►  Learn  how  to  protect  your  virtualized  data  center.  Download 
the  Trend  Micro  eBook  at  trendmicro.com/thinkagain 


Securing  Your  Web  World 


[rend  Micro  Inc.  All  other  company  and/or  product  names  may  be  trademarks  or  registered 
:ind  and  fin  10  Real  Security  Threats  on  Your  Virtual  Servers,"  CIO  Magazine,  14  November  2007, 
tion  Can  Weaken  Security,'  On-Demand  Enterprise.  09  April  2007, 
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Mid-Market  CIOs  vs.  Technology  Providers 


Advise  your  team  on  how  to  forge  more  effective  CIO 
and  vendor  partnerships 

Lead  your  clients  or  vendors  in  building  a  true  partnership 

Influence  your  constituency  by  providing  right  sized,  cost- 
effective  IT  solutions 

Get  to  your  destination  on  time  and  within  budget  -  access 
our  complimentary  Mid-Market  CIO  /  IT  Vendor  Relations  Field 
Guide  Excerpt  or  purchase  the  full  Field  Guide,  a  unique  resource, 
developed  by  CIOs  for  CIOs  and  the  vendor  community  that 
supports  them. 

Know  Your  Next  Move 

council.cio.com/fieldguide 


CIO 


CIO  Executive  Council 

Leaders  Shaping  the  Future  of  Business 


State  of  Art 

When  visiting  the  Museum  of  Modern  Art  in  New  York  City,  there’s  no  need  to  pick  up  a  guided  tour 
wand.  Just  whip  out  your  iPhone  and  you’ll  be  conducting  a  personalized  guided  tour.  Museumwide  Wi-Fi 
access  allows  all  Safari-based  smartphone  users  to  log  on  to  www.moma.org/wifi  to  access  current  exhibi¬ 
tion  audio  programs.  And  BlackBerry  lovers  needn’t  fret  for  long:  MoMA  is  working  toward  access  for  all 
smartphone  users.  Art  lovers  will  also  find  eight  iMac  kiosks  that  are  an  “interactive  supplement  to  your 
visit”  says  Allegra  Burnette,  MoMA’s  creative  director  of  digital  media.  You  can  find  out  what  gallery  talks 
are  scheduled,  send  an  e-card  or  learn  more  about  a  piece  of  art.  If  you  can’t  make  it  to  the  museum,  log  on 
to  MoMA’s  website  at  home,  or  tune  into  iTunes  U  to  hear  MoMA’s  audio  content.  The  boundaries  between 
smartphones,  kiosks  and  online  continue  to  dissolve  for  MoMA  as  it  “all  starts  to  talk  to  each  other  so  it’s 
more  cohesive,”  Burnette  explains.  Make  that  one  museum  experience  to  go,  please.  -Simone  Levien 
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V0tl70n  wireless 


Coverage  in  Mexico. 

And  more  than  220  other  countries. 


The  world  is  calling.  Answer  it.  With  Verizon  Wireless,  you  can  make  calls  in  more  than  220 
countries.  Plus,  with  more  data  coverage  than  ever  before,  you  can  text,  email  and  browse  the 
world  wide  web — around  the  whole  wide  world.  So  before  you  travel  the  globe,  for  business  or 
pleasure,  switch  to  Verizon  Wireless,  America's  Largest  Wireless  Network. 


Buy  one  BlackBerry®  at  our 
lowest  prices  ever  and  get  another 

Free  BlackBerry  Smartphone  of  equal  or  lesser 
pi  value  New  2-  yr  activation  on  voice  plan  with 
1  1  »  email  feature  oremail  plan  reef'd  per  phone. 


BlackBerry®  Tour™ 

$*14999 

$249.99  2-yr.  price  -$100  mail-in  rebate  debit  card. 


Call  1.800.2  JOIN  IN  Clickverizonwireless.com/goglobal  Visit  your  local  Verizon  Wireless  store 


Actrvation  fee/line:  $35. 

IMPORTANT  CONSUMER  INFORMATION:  Subject  to  Customer  Agmt,  Calling  Plan,  rebate  form  and  credit  approval.  Up  to  $1 75  early  termination  fee/line,  and  other  charges.  Offers  and  coverage,  varying  by  service,  not  available  everywhere.  Rebate  takes  up  to  6  weeks  &  expires  in  12  months. 
Limited  lime  offer.  While  supplies  last.  Shipping  charges  may  apply.  See  veri20nwireless.com  for  details.  ©2009  Verizon  Wireless. 


Up 


to  two  Intel®  Xeon®  Processor  5500  Series 
144  GB  maximum  memory  footprint 

Now  supports  up  to  8  small  form  factor  high-performance  SAS 
hard  drives  or  up  to  6  large  form  factor  SATA  hard  drives 
HP  Insight  Control  cuts  management  costs  by  up  to  $48K  per 
100  users  over  3  years*  with  integrated  management  suite 


$2,099  (Save  $725) 


ase  for  just  $55/^10.** 


ALTERNATIVE  THINKING  ABOUT  SERVERS: 


Achieve  95%  reduction  in  energy  and  cooling  costs 
Realize  savings  of  up  to  90%  in  software  license  fees 
Reduce  the  number  of  servers  to  manage  by  90% 


Powerful. 

Intelligent. 


Technology  for  better  business  outcomes. 


See  how  HP  innovation  is  delivering  radical  ROI  for  companies 
like  yours  at  hp.com/go/servers/roi3  or  call  1-866-356-6091 . 


EBBE1 
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ining  Business  Value  and  ROI  with  HP  Insight  Control,  #218069,  May  2009.  * ’"Prices  shown  are  HP  Direct  prices;  reseller  and  retail  prices  may  vary.  P 
applicable  state  and  local  taxes  or  shipping  to  recipient's  address.  Offers  cannot  be  combined  with  any  other  offer  or  discount  and  are  good  while  supplies  last, 
s  based  on  HP  published  list  price  of  configure-to-order  equivalent  (DL  Server:  $2,824-$725  instant  savings  =  SmartBuy  price  of  $2,099.)  Financing  availc 
ompany  and  its  subsidiaries  (HPFSC)  to  qualified  commercial  customers  in  the  U.S.  and  is  subject  to  credit  approval  and  execution  of  standard  HPFSC  documentation.  Prices 
ths  in  term  with  a  fair  market  value  purchase  option  at  the  end  of  the  term  and  are  valid  through  January  3 1 ,  201 0.  Other  rates  apply  for  other  terms  and  transaction  sizes, 
ns  greater  than  $349.  Other  charges  and  restrictions  may  apply.  HPFSC  reserves  the  right  to  change  or  cancel  this  program  at  any  time  without  notice.  Financing  available 
ial  Services  Company  and  its  subsidiaries  (HPFSC)  to  qualified  commercial  customers  in  the  US  and  Canada  and  is  subject  to  credit  approval  and  execution  of  standard  HPFSC 
through  January  31,  2010  on  transactions  in  the  United  States  between  $  1,500  and  $150,000  USD  and  in  Canada  between  $5,000  CAD  and  $1 50,000  CAD.  Zero  percent 
tion  is  documented  as  a  lease  with  a  $  1  end-of-term  purchase  option  (or  local  country  equivalent),  assuming  lessee  is  not  required  to  pay  any  nominal  end-of-term  purchase  price 
term  and  disregarding  any  changes  payable  by  lessee  other  than  rent  payments  such  as  maintenance,  taxes,  fees  and  shipping.  This  offer  cannot  be  combined  with  any  other  rebate, 
without  prior  approval  by  HP  and  HPFSC.  Rates  are  based  on  customer's  credit  rating,  financing  terms,  offering  types,  equipment  type  and  options.  Not  all  HP  products  are  eligible  for 
rate.  Not  all  customers  may  qualify  for  these  rates.  Other  restrictions  may  apply.  HPFSC  reserves  the  right  to  change  or  cancel  this  program  at  any  time  without  notice.  Intel,  the  Intel  logo,  Xeon 
de  are  trademarks  of  Intel  Corporation  in  the  U.S.  and  other  countries. 

lett-Packard  Development  Company,  L.P.  The  information  contained  herein  is  subject  to  change  without  notice. 


